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FS | N this issue of The DISPLAY WORLD will 
@:4| be found a complete report of the educational 
rs program of the I. A. D. M. convention, to- 
gether with a review of the Manufacturers’ Exposition, 
a prominent complement to all I. A. D. M. conventions. 
The outstanding features of the convention and expo- 
sition are included, with complete announcement of the 
prize winners in the various demonstration competi- 
tions and Association’s photo display contest. Promi- 
nent addresses and discussions, incorporating instruc- 
tive and constructive ideas and suggestions, are also 
included in this official report. 


Other articles of practical adaptability to modern 
merchandising and display work make this issue one 
of merit including as it does, in addition to the con- 
vention news, suggestions from such recognized lead- 
ers in the display profession and merchant world as: 
J. Walter Johnson, who offers two unusually brilliant 
settings for July and August display windows; Fred 
A. Gross, display director for the Pacific Coast stores 
of The Owl Drug Co.; G. F. Farrell, advertising man- 
ager of Lamont & Corliss, New York; N. W. Town- 
send, lighting efficiency engineer, General Electric Co., 
Cleveland; B. A. Rainwater, J. Duncan Williams,, Wil- 
lard D. Hart, I. G. Goldsmith, and other regular con- 
tributors. 


A conspicuous manifestation of the authoritative 
character of The DISPLAY WORLD is to be noted 
through the publication of The DISPLAY WORLD’S 
Editorial Advisory Board. It forms the only board of 
its kind functioning in conjunction with the editorial 
department of any publication in the display field, and 
does, we believe, include as advisors the most compe- 
tent and acknowledged leaders in the display profession 
and industry. Members of this board have been se- 
lected on merit alone, each having won the distinction 


This Issue’ 


of representation through outstanding accomplishment 
and general acceptance as authority in display. And, 
The DISPLAY WORLD can conceive of no greater 
glory or prestige for itself than that afforded through 
the affiliation of these artists and authorities as mem- 
bers of its Editorial Advisory Board. 

The opinions and advice of these men are at the 
disposal of every merchant or displayman seeking the 
solution of any problem that may confront him in the 
efficient functioning of the store’s display department. 
The reader’s attention is called to the Advisory Board 
as published at the top of this page. 

The August issue of The DISPLAY WORLD will 
introduce additional important features of pertinent in- 
terest to displaymen and merchants. Among them will 
be the inauguration of a series of articles on “The 
Manufacture and Employment of Wax Figures,” by 
Irwin G. Culver, the world’s recognized master in wax 
sculpture. This series will be illustrated with selected 
plates showing the wax in process of evolution, and 
there will also be many examples of wax figures in ~ 
actual window use, with a critical analysis of each ex- 
ample by Mr. Culver. 

With the August issue will also be presented the 
first of a series of articles on “The Displayman as a 
Business Executive,” giving actual examples of store 
and department efficiency resulting from business 
methods having their source in the display department. 
The future of the present-day displayman is dependent 
on his business and executive ability, and this series is 
intended to assist in the general plan of displayman 
acceptance as an important store executive. 

Another department destined to be well received 
and of practical constructive value will be that devoted 
to the recitation and solution of various problems that 
are continually confronting the displayman. 
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Manufacturers Should Conduct. Exposition 


ZS)HE recent convention of the International 
Association of Display Men, held at Cleve- 
} land, proved conclusively that radical 
changes must be made in the method of staging this 
annual feature, insofar as it concerns the very vital 
participation of manufacturers. It behooves the 
1924 convention committee to inaugurate at once 
plans that will more adequately and equitably allow 
these organizations of the display industry the op- 
portunity to exhibit under conditions more favor- 
ably to them. 

For many years the Manufacturers’ Exposition 
has formed a tremendous element in the success 
of I. A. D. M. meetings, not only in educational in- 
troductions, but through the substantial financial 
support, without which the success of these meet- 
ings could in no manner be assured. Thousands of 
dollars are expended by these manufacturers at 
each annual convention, this money forming the 
bulk of the convention appropriation, yet there 
seems to be an insufficient consideration of the 
tights of these exhibitors, manifested in the meth- 
ods of space locations, which in many cases places 
certain manufacturing exhibitors at a decided dis- 
advantage and under heavy expense, with scarcely 
a chance to turn this expenditure into an in- 
vestment. 

The Cleveland convention was a pronounced suc- 
cess, and the Cleveland men directing the early 
plans and the actual meeting are richly deserving 
of the appreciation of every displayman who at- 
tended the sessions, yet, there can be no doubt of 
the fact that hotel facilities at Cleveland were 
inadequate or impracticable for an exposition such 
as has characterized previous I. A. D. M. conven- 
tions. Exhibitors tucked away in the far-off cor- 
ner of the third floor with the main exhibit section 
on the mezzanine and convention hall in the subway 
floor do not, we feel, get an even break with those 
fortunate enough to have spaces on the ‘mezzanine. 
The disadvantages of such an arrangement are ob- 
‘ious and any visitor to the Cleveland convention 
vill agree that locating certain exhibitors was 





either simple nor convenient. 


Then again, much complaining was in evidence 
concerning property, lighting, carpentering and 
several other charges made in conjunction with exhibit 
booth equipment and improvements. To be sure, 
there are always added expenses attached to par- 
ticipation in such events as a big convention, but 
complaints should be unnecessary and the sooner 
they become such the more satisfactory will become 
manufacturer participation in conventions, 

The importance of the manufacturers’ exposition 
is granted, conceded to such an extent that should 
this feature be withdrawn the very character and 
most constructive element of the meeting would be 
destroyed. Displaymen know the importance of 
the manufacturer as a contributing force to display 
development, and convention directors and the us- 
ual advisors should insist upon the satisfactory 
completion of exposition features before the detail 
matter of program arrangement is considered. 

The DISPLAY WORLD believes that the man- 
ufacturers should manage their own exposition, 
and can see no reason why such an arrangement 
would not result to their own advantage, and more 
than likely provide features of intense value for the 
visiting display delegate. Let there be appointed 
a committee of manufacturers, representative of 
the main classes of the industry and geographical 
locations; men who are capable of making proper 
arrangements for such an event. This committee, 
at the expense of its association could sit in council 
with the Buffalo Convention Committee early in 
1924, and evidence the demands of the manufac- 
turers concerning the matter of exposition arrange- 
ment. The proper hotel or hall facilities having 
been decided upon, the manufacturers committee 
should then proceed to consider booth construc- 
tion, allotment of spaces, ete. 

We cannot see why such an arrangement could 
not be employed to advantage, and under such a 
system it is safe to say that complaints will be few 
and confined to manufacturers themselves, and the 
manufacturing exhibitor will be assured of equit- 
able display consideration before he dispatches his 
expensive exhibit to the convention city. 
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The Display Manager’s Position 
in the Store Organization 


An appreciation of display value as a force in selling and an appraisal 
of displayman’s importance in executive division 


By I. G. GOLDSMITH 
General Manager, Strauss-Hirshberg Co., Youngstown, Ohio 


B) HAVE tried to view the relation of the dis- 
playman and the store organization from 

‘| an experience that covers my own views 
and observations from both sides of the question, 
because I was a star in the days of the cheesecloth 
and the tack hammer, and as somebody mentioned, 
those were the days of the step ladder and light 
house. I was one of the stars of those days, and I 
have tried to keep an interest in the display end, 
and | have come to some conclusions in which I am, 
perhaps, not unique. 

The thing that I have in mind is to try to clarify 
the relation, or rather the part that the displayman 
should have in the store organization. One of these 
phases is the relation between the displayman and 
the advertising department, which is always more 
or less of a contention between both sides, and also 
the display head’s general part in the organization 
of the store. 

To take up the latter first, all of us have agreed 
along time ago that the displayman has a long time 
since left the position where he was about the 
equal of the store janitor. There was a time when 
that was just about his job. In fact, the store jani- 
tor was sometimes allowed to trim the windows. 

However, we have now come to the conclusion 
that the displayman is, or at least he ought to be, 
adepartment head. He ought to be on equal terms, 
so far as authority is concerned, with the merchan- 
dise department manager, and he should be, to my 
belief, admitted to all the merchandising councils 
of the store, the same as the buyer. If he is ad- 
mitted on such equal terms, he will get the right 
idea, the broad idea of what the store is trying 
to do in the way of its merchandising policy. If he 
sticks back in his little hole, with his paint and old 
last year’s Christmas trees, etc., he will simply stay 





a window “trimmer.” If he is admitted to the in- 
timate councils on an equal basis with the other 
heads he becomes a thinker for the business. 

It is my thought that the displayman ought to 
go further than merely managing the window dis- 
play. I think we will all agree he ought to super- 
vise inside, but I don’t believe that enough of us 
go far enough. We will assume that the display- 
man ought to supervise the display on top of the 
ledge, for instance, and the decorations getting 
ready for the Easter opening, or getting the flags 
up for the Fourth of July, or getting ready for the 
races, or Christmas, or Washington’s Birthday— 
the special display. But it seems to me the display- 
man ought to go further than that. He ought to 
supervise the displays inside the cases where the 
goods are sold and the displays or merchandise for 
sale on top of the cases, and it seems to me the dis- 
playman should supervise the wording of the cards, 
and the selling ability of those cards. 


I observe in a great many stores where the <dis- 
playman has put on a beautiful front and had a very 
pretty ledge, but on going through the store one 
sees here and there tables with worn-out signs, and 
I believe in most every store each department is 
charged with the cards, and sometimes the buyers 
get very stingy, and when they have a “dollar sale,” 
instead of ordering a new sign which costs them 
seven cents, they clip off the price from the old 
sign and stick on a new one. If you will criticize 
that situation in your own store you will find that 
it does obtain. 

It seems to me that the displayman should be 
responsible for correcting that evil. I don’t believe 
you will tramp on anybody’s toes when you do that. 
I think the displayman ought not to be merely the 
passive carrier-out of somebody else’s schemes of 
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merchandising, but he should be an active factor in 

‘promoting new selling policies and schemes and 
various merchandising propositions for the store, 
and endeavor to combine the window display and 
ledge display and case display and the counter dis- 
play of the store. 

In relation to the advertising department, I 
know there is very frequently a question, perhaps, 
that comes up in all stores, as to which is “the dog 
and which is the tail’”—which one wags the other. 
I realize that. Having been a window “trimmer” 
(because in those days we weren’t displaymen, but 
just window “trimmers”) and having been an ad- 
vertising writer (because we were advertising 
writers instead of advertising managers) I can 
speak for and see the relations between those two 
men, and I will admit the argument that a great 
many displaymen make sometimes when they say 
the advertising department doesn’t realize the im- 
portance of the displayman’s part in the organiza- 
tion, and the displayman’s part in the general opera- 
tion of the selling of the merchandise. 

Some advertising men believe the displayman is 
there simply to carry out orders. He is to “trim” 
a window or go down and get the green hat out of 
the window—that is his job. As a matter of fact, 
I think the window displayman ought to be con- 
sulted very frequently by the advertising man. 

I think that if the displayman will take the atti- 
tude toward the advertising department of desiring 
to help, and not taking his artistic temperament 
into the advertising man’s office when he talks these 
things over, I think that most of us will agree 
that we will get along a whole lot better. But this 
artistic temperament that I speak of is sometimes 
carried to an extreme among some of us display- 
men. It is all right to have it when “trimming” a 
window or designing the background, but when it 
comes to talking business with the general manager 
or the merchandise manager it is better to leave 
your artistic temperament in the work room, and 
talk to him on a common, ordinary, everyday 
business level. If we do that, if we can get along 
in that way, we can do much toward putting the 
display department on the same basis as the ad- 
vertising department. 

I don’t know how many of you have regular 
budgets established for you, but I assume a good 
many have. I believe every display department 
ought to have a reasonable budget applied to its 
work for the year. I am not here to say how it 


should be based, but it ought to be on sufficiently 
liberal terms to allow you to plan ahead as yoy 
should, the same as the buyer plans ahead for his 
winter season, and for his spring season; and yoy 
ought to plan your budget both as to the amount 
of goods you will need and the cost, and present 
that budget to the proper officials in your store. 

At any rate, I think it is a thing you ought to 
do, and you can do it, once the management of your 
store has confidence in you that you are a business 
man and not an artistic dreamer of some sort. It is 
all right to have some artistic dreams when you 
“trim” the window or when you direct your general 
display, but when you are talking business with the 
advertising man it doesn’t pay to get grouchy or 
bring your artistic temperament into that office. 

There is one other thought that I have, and that 
is this: That I believe the displayman can make 
himself a big factor in the business world. He must 
look upon his job as an integral part of this busi- 
ness; he must look upon himself as one of the men 
of that organization, and not as an errand boy, 
because you will be just what you think you are. 
If you are going to be a big man in the organiza- 
tion—and I think you ought to be—you will have 
to think that you are, and not of the errand-boy 
type. | 

I believe that there is a big field for the display- 
man, and I think he is going to get that place if 
he considers himself an integral part, just the same 
as the advertising man, that he has a department 
and must consult frequently with the chief and plan 
these things out, see things himself and comes up 
in the office with his suggestions. 

I don’t believe you fellows ought to confine your 
attention to your one assistant, or to your five 
assistants, and merely see that your windows and 
ledges are trimmed. You should look to the a¢- 
vancement of the business. Remember that the 
reason that the’store engages you is because they 
have selected a certain location on a street becaust 
that location has good windows, and because mort 
people pass that location than any place else. That 
is the reason, for certain stores being located i 
certain places. That is the reason the window must 
be made one of the most important parts of the 
store. 

And I believe that if given a good location, il 
there is.any comparison between the two depart 
ments, that the display department is fully equal t0 
the advertising department. 


0<—10<— 00000 


PRIZE WINNING DISPLAY DUPLICATED 
IN DEALER WINDOWS 


The Optical Products Corporation is employing display 
photographs to advantage by directing to each of its 
dealers photo prints of the first prize display in its recent 
window display contest. The reproduction is that of 


Carl Balcomb store windows at Davenport Ia., winner at 
the prize offered by the Optical Products Corporation. 





E. J. Hamilton has resigned his position in Brockvillé 
Can., to accept the display manager’s post with the Brow™ 
Belk Co., Greensboro, N. C. 
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Budget System in Display Department 


Efficiency methods must control the operation of all store departments 
if maximum results are to be obtained—Most successful stores of 
to-day have display division budget with display manager in authority 


JJ HENEVER and wherever you see a store that 
has its windows on a “budget” you will find a 

happy and successful displayman who is satis- 
fed with his job and making his windows the talk of 
the town. Incidentally, you will find a manager or 
owner of the store who is happy and satisfied with the 
appearance and the results of the windows. And you 
will see windows that reflect unmistakably the “spirit” 
of such a store in a compelling and convincing manner. 
Aye, and more, you'll find that such window displays 
sell lots of goods—sell them easily and sell them fast. 
Why is this? 

Because the “budget system” of operation is the 
simplest and most common-sense solution of the oper- 
ating problem of any institution, whether large or small, 
and applies with relative force to each of the different 
departments of an institution. The “budget system” 
divides and apportions expenses properly for the year 
ahead, and allows the displayman to lay his plans for 
the entire year on a definite basis, and keeps him within 
the limit. 








This system eliminates worry and uncertainty from 
the mind of the displayman; it inspires him with con- 
fidence in himself, and also imposes the responsibility 
of results upon him. There will be no one to blame but 
himself if he fails to show good results up to any period 
of the year. It puts the windows on a strictly business 
basis and makes it possible for them to be operated in a 
business like manner, which in turn will produce busi- 
ness-like results or show failure. 


Excellent Clothing Display by E. S. Cowgill for The Metropolitan Company, Dayton, Ohio 


Many good stores follow this plan. More are adopt- 
ing it as fast as its advantages are made clear to the 
management. Once adopted it is never changed back 
to the old hit or miss policy of constant turmoil and 
dissatisfaction. Some stores pay their windows a regu- 
lar weekly salary of so and so much, which amount is 
based upon taking care of the displayman’s salary plus 
a generous expense budget for the maintenance and 
upkeep of the windows. This amount is charged pro- 
portionately among the departments in the exact per- 
centage of window space they use each week, and this 
money is paid into a window fund, which is kept aside 
for. the use of the display department. The display 
manager can order whatever he may need for the win- 
dows without having to ask anybody so long as he 
keeps results up and keeps within this fund. 

And, quite naturally, the sensible displayman will 
try to have as large a balance at the end of the year as 
possible to have by judicious use of the funds at his 
disposal, and by seeing that every expenditure made is 
made to produce the maximum results. In no other 
way can he maintain his position as manager of the 
department and the ready fund for the future. 

The foregoing expressions are those of Mr. J. 
Duncan Williams, for twenty years an acknowledged 
authority on display and merchandising problems. Mr. 
Williams’s appreciation of the importance and practi- 
cable features of the budget system in display depart- 
ments comes as a result of these many years in which 
he has made a thorough study of department operation, 
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while himself directing the operation of some or the 
most successful display departments in the country. 

Apropos to the remarks of Mr. Williams, which 
came during a recent conversation concerning business 
efficiency in the display division, an excellent example 
of budget system functioning is noted here. It is an 
indication of the possibilities of obtaining maximum 
department efficiency through a well-regulated program 
which includes the budget system, functioning under 
the direction of a display manager occupying his pres- 
ent position because of his appreciation of the respon- 
sibilities of any department director. 

The store, the name of which we will not mention, 
is one of the most progressive and successful in 
America, and does an annual business in excess of 
$22,000,000, and at the present time is erecting a quar- 
ter-million dollar addition. 


Has Authority Because He Has Ability 

In this store is a display manager occupying 
the position because he has demonstrated conclu- 
sively that he is an efficient department head. This 
man is in love with his job and is forever thinking 
about it and the possibilities of making it more 
efficient and important in the general scheme of the 
store operation. 

When this displayman accepted the position 
which he now graces he had just succeeded in sell- 
ing the idea to the store manager, that a display 
department under capable direction and with con- 


trol of its own budget would, without question, 
function more harmoniously and with greater 
efficiency and profits than would the same division 
where several heads served as sort of a committee 
in its operation and where no provisions were made 
for any definite department appropriation. 


It took some time for this display man to sell 
this proposition, though it might be stated here 
that the store had already been sold on the display- 
man’s artistic ability. However, the displayman 
proved a good salesman, and the force of his argu- 
ment resulted in a radical departure in the store 
system insofar as it had concerned display depart- 
ment affairs. 


To-day this same display manager controls his 
department, sits in conference on all important 
store questions and problems, and has a budget ap- 
propriation of $75,000 a year, with sole and undis- 
puted authority over its distribution. He has 
proved the claims he made when in conference a 
few years ago. There is no question that should 
this display manager ask an increase in his depart- 
ment budget from $75,000 to $125,000, that it would 
be freely granted. The record of this man and the 
returns resulting from the efficient methods of his 
department have been so profitably manifested that 
the increased appropriation would be voted as an 
investment with assurance that profits would pro- 
portionately increase. 





A Recent Setting Arranged by Arthur V. Fraser for Marshall Field & Company, Chicago 
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Some New Panel Poster Effects by D. D. Starr, McDougall-Southwick Co., Seattle, Wash. 










In the Broadway section the Buckley Newhall Co., furni- 
ture store, was the winner. 

D. Price & Co., on Fulton street was awarded a special 
silver loving cup for having the window which attracted 
the largest number of spectators. Live models were used 
to display apparel in the window of-this store. 

The stores entered in the contest were divided into 
twelve classes, according to the type of merchandise sold, 
and certificates were given to the winners in each class. 
The stores awarded certificates in the downtown section 
are: 

Class A. Boots and Shoes—Cammeyer’s. 

Class B. Merchant Tailors—J. B. Doblin, Inc. __ 

Class C. Jewelers, Stationers and Opticians—William 
Wise & Son. 

Class D. Haberdashers and Hatters, Schum & Snyder. 

Class E. Men’s Clothing—David Kron. 

Class F. Women’s Clothing—Martin’s. 

Class G. Automobiles, Accessories, Electrical Supplies 
and Hardware—H. C. Keiselbach. 

Class H. Furniture, Pianos and Talking Machines—The 
Aeolian Company. 

Class I. Grocers, Butchers and Lunchrooms—Ye Olde 
Turkish Coffee Shoppe. 

Class K. Confectionery, Fruiters and Florists—Eckelbe 
& Guyer. 

Class M. Millinery and Furs—Balch, Price & Co. 


During the first year in this particular store this 
display manager reduced the relative or propor- 
tionate cost of operating his department by 50 per 
cent and records prove that this department in 1922 
functioned on a basis of two-tenths of one per cent 
to the store’s net sales. These records, on file in 
the comptroller’s office, futher prove that while the 
department operated at such a startlingly low rela- 
tive cost the store’s net sales increased 5 per cent and 
operating expenses of the display department in- 
creased 61.2 per cent. 





















Here #% a record to be proud of, a record that 
bespeaks volumes for the ability of the display 
manager, and most eloquently distinguishes him as 
a business executive of which, sad to relate there 
are all together too few. This record further proves 
the wisdom of the store management that will first 
locate the efficient display executive and place in 
his complete authority a budget appropriation for 
the most efficient functioning of that department. 





WINNERS IN BROOKLYN DISPLAY CONTEST 





Winners in the window display contests staged under 
the direction of the Sales Council of the Brooklyn Chamber 
of Commerce, in the Broadway section and in the down- 
town section \-ere announced recently. 

_ Cammeyer’s shoe store was awarded a special silver lov- 
Ng cup for having the best window in the downtown section. 


Winners in the Broadway section are: 

J. D. Wilson & Son; LaRose Millinery Shop; Allgier 
Bros.; Gordon Art Publishing Co.; E. A. Schweiger, Inc.; 
Bushwick Chocolate Chop; Parker & Kertel; Chic Ladies’ 
Shop; Eagle Eyesight Specialist; R. W. Bennett & Co.; 
Long’s Hat Store, and C. Ludwig Baumann. 
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A Conversation on Window Display 


In which an old-timer offers some valuable advice—Knowledge of the 
merchandise displayed one of most vital essentials in display work 


By FRED A. GROSS 


Director, Owl Drug Co. Display Division, San Francisco, Calif. 


E were on a train. Conversation was a wel- 

come pastime. The man next to me was well 
89] known in business circles and his opinions 
are regarded very highly by national advertisers the 
country throughout. He couldn't stay off the subject. 
Tactfully | engineered the conversation around to win- 
dow trimming. ‘Too 
much effort is spent 
by the displayman in 
“dolling up” and not 
enough concentration 
on the merchandise 
itself,” he remarked. 
I was surprised and 
a little disappointed. 
He noticed it on my 
face. 

“Ever give that an- 
gle serious thought?” 
he ventured. 

“Oh, yes; but if 
we are to put on a 
‘show’ or ‘front,’ 
which seems to be expected, what else can we do but 
‘doll up?” 

“Right you are,” he came back quick as a flash. 
“But I was a displayman myself, years ago, and the 
hardest battle I ever had was to make myself realize 
that to successfully put over a display from a selling 
point required more than a piece of silk, flowers and a 
fancy background.” 

“How did you train yourself in this constructive 
sales planning method, as you call it?” “Well,” he 
continued, “there was more money in that end of it, 
for one thing, and I speedily overcame all my preju- 
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Frep A. Gross 
Owl Drug Co., San Francisco 








dices about simply putting in a ‘pretty’ window. Many 
displaymen don’t seem to be able to grasp this idea. 
They can’t sacrifice the ‘art’ for commercialism. Am ] 
right?” There was nothing else to do but agree. 
“Very well; now that we understand each other, 
how do you plan out a display?” I told him. “Not so 
bad and not so good. Now, if you want my advice— 
and I think you'll take it—study your merchandise 
more. Suppose you are going to show, we'll say, for 
instance, a hair brush. First thing is, get on ‘speaking 
terms’ with it. Find out all about it, what sort of 
bristle it has, what kind of wood or metal back it has, 
and why—if it is a ventilating type—or for headaches 
(he referred to whalebone), if it is easy to clean, or 
made by a well known manufacturer; if it is for men 
or women, or both; if it is durable, or has it some fea- 
ture in construction that gives it an advantage over the 
ordinary brush. Then there is the customer’s attitude 
to be reckoned with. Why should he or she buy your 
brush? For traveling, perhaps ; they have one at home, 
perhaps it is worn out, perhaps the youngster ought to 
have a new one, or a brush to match a set or as a gift. 
If it is a low priced brush it may appeal to the bargain 
seeker. Any one of these reasons may sell your brush. 
Study it—that’s the first step in selling anything. Know 
more about it than the person you are going to sell.” 


I was surprised that he knew so much about 
brushes himself. Details, no matter how small, did not 
escape him. I have been trimming windows from coast 
to coast for the past twelve years, and I wondered how 
many displaymen had ever given so. much thought to 
so ordinary an article as a hair brush. Here was the 
secret of his success—thoroughness. I did not inter- 
rupt, but waited while he looked thoughtfufly out of 
the train window. We passed a signboard advertising 








A Few Examples of the Excellent. Displays Designed and Arranged by F. A. Gross, San Francisco 
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A Striking Tableau by Paul F. Lupo for Barker Bros’ Furniture Co., Los Angeles, California 


Spearmint Gum. “There’s a man (meaning Wrigley) 
that’s got a nation’s jaws boosting his stock, 

“Oh, yes—getting back to brushes. After you 
know all there is to be known, build your knowledge 
into the display with the proper setting, complementary 
to the merchandise, not overdressed but clean, neat, 
and attractive. Your presentation shows thought. The 
mind of: the average human is quick to realize a com- 
pliment to his intelligence. 

“Color harmony is another ‘dark mystery’ to most 
displaymen, and believe me it has a tremendous influ- 
ence in coaxing dollars out of our pocketbooks now-a- 
days. Magazines, billboards and newspapers tell the 
story and are the trail-blazers for sales, but your win- 
dow display is closer to the pocketbook than any of 
them. It says, ‘Here it is.’ It’s up to the display mer- 
chandiser to make it shout. Tieing up with these pow- 


erful forces is one of the easiest and surest ways for 
the retailer to keep the bell a-ringing on the register. 
Window presentation of merchandise is the final round 
in the business battle of advertising.” 

The engineer was blowing his whistle as we neared 
the depot. I had to work fast. “What about sign 
copy?” I asked hastily. “Simply select one main idea 
on your feature card and follow it up around the win- 
dow, with additional points of information if necessary. 
Remember, one idea at a time on a card or sign is all 
that the customer can assimilate. Make it short.” 

The train slowed up. “I get off here,” he said, as 
he reached for his bag. We shook hands. “Goodbye, 
old man; good luck. Write me a letter—let me know 
how you come out.” He waved a friendly goodbye as 
the train pulled out. I have often thought of him. He 
knew his subject so well. 


0<—>00<—00<— 000 


DISPLAY DIRECTOR SAILS FOR EUROPE 
William Horak, in charge of display advertising for the 
Czecho-Slovack Trading Co., Inc., Philade'phia, will sail 
on July 21 for Europe, where business will detain him in 
various countries for one year. 





A. J. Saul is now in charge of interior and window dis- 
play for the W. E. Faulkner Company, Ashland, Ky. He 
was formerly employed in a similar capacity with the 
Durnil Dry Goods Co., Muskogee, Okla. 





The display department of Stagier & Donnelly, Michi- 
gan City, Ind., is now under the supervision of D. M. Harris, 
formerly display. manager for the Emporium, Ashville, 
North Carolina. 


DECORATING HONORS TO C. A. SEMSCH 


C. A. Semsch Display Service, La Crosse, Wis., was 
awarded the decorating contract for the Mississippi River 
Anniversary of Prairie du Chien, Wis. This organization 
also supplied decorations for the Plattsville, Wis., Fourth 
of July celebration. 





Bowen Matthews, display manager for Bagley’s, Oxnard, 
Calif., has been notified of his success in winning one of 
the bronze medals in the recent contest held in conjunction 
with the National Exposition of Everything in Silk. 





H. O. Stafford has resigned ag display manager for the 
Boston Store, Kokomo, Ind., and will soon accept a simi‘ar 
position in Jackson, Mich. 
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Settings That Enhance Sales Value 


Packgrounds should serve as complement to merchandise on display 
—Care should always be exercised in selection of decorations 


By J. WALTER JOHNSON 


Display Manager and Art Director, Portland, Oregon 













dv ERCHANTS and displaymen can not escape 
Bik. the marvelous evolution of merchandising as 
FRE] it affects every phase of retail business. Sell- 


ing talk has changed, advertising is no longer of the 
style that characterized it ten, yes, five years ago; ser- 
vice has supplanted prestige, once the determining ele- 
ment in obtaining community patronage, and the show 
windows have taken on a new personality. 

Of all the tremendous changes, the display windows 
evidence the greatest progress in a program of distinc- 
tive advancement, and unprogressive indeed is the mer- 
chant who is to-day content to operate without very 
serious consideration of the importance of the store 
front—its show windows. Their power as a sales in- 
fluence has been manifested over and over again, and 
it is an invariable fact that the really successful, pro- 
gressive stores of to-day are those where window 
displays of character greet the eyes of the shopping 
public—not ocasionally, but every day of the year. 

Observing the stores of the various cities on a recent 














Mid-Summer Display Suggestion by J. Wal 
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trip to the East, I was greatly impressed by the general 
acceptance of display value as evidenced by a majority 
of the stores in that section of the country. 

Along the Pacific slope display has been accepted 
as the store’s best advertising, and nowhere in this 
grand old U. S. A. can better displays be found. Rare 
indeed is the merchant who fails to properly appraise 
his display space. This recent eastern journey seems 
to indicate that merchant appreciation of display value 
is spreading throughout the country, with indications 
that merchants failing to avail themselves of the ad- 
vantges afforded through appropriate use of display 
space will sooner or later make way for more pro- 
gressive successors. 5 
, Of peculiar interest is the variation of background 
treatment that one observes on a journey between the 
western and eastern seaboards. Some localities seem 
to favor the permanent wood backs, others vary with 
inserted panels here and there, while still others evi- 
dence a preference for drapery and _ fabric-covered 
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ter Johnson, Powers Furniture Co., Portland, Ore. 
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backs. All seem to serve their purpose, and serve it 
successfully and profitably, but it is interesting to an- 
ticipate a little and ask ourselves “What will be next?” 

In last month’s article liberal reference was made 
to composition board and its practicability in the dis- 
play department. All that was claimed for it is sub- 
stantiated by its daily use in the show windows, and the 
ingenious designers and skilled workmen of the display 
industry are putting this material to such effective and 
beautiful use that one is inclined to classify as crude 
the composition board adaptation of a few seasons back. 
One glance at the manufacturers’ lines will prove con- 
clusively that composition board is indeed a dominating 
essential in present-day display construction. 

I do not presume to indicate composition board as 
the most effective decoration in itself, but I do not 
hesitate to say that it lends itself so perfectly and 
practically to various decorative embellishments that it 
tan easily be determined as ‘the most practicable and 
Versatile, 

In the setting suggestions accompanying this article 
omposition board again forms a prominent element of 
the display, and a glance at the subjects will evidence 
the excellent vehicle it forms for the completion of 
effective settings. These suggestions are offered as 
mediums especially applicable for the “outdoor special 
feature windows,” in which scenic paintings, as a rule, 
play a prominent part. 





Effective Setting for Bathing Suit Display by J. Walter Johnson, Portland, Oregon 
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These paintings assist materially in bringing real- 
ism, life to the merchandise presented, in the manner 
illustrated in the suggestion showing the couple canoe- 
ing. This suggestion has a strong appeal, especially to 
the younger generation, and forms an ideal setting for 
portable phonographs and outing apparel. Consider- 
able care should be exércised in getting the scenic paint- 
ing as realistic as possible, as the element of personal 
appeal must at all times be well and truly presented. 
The trees can be cut from composition board, with 
artificial leaves wire-fastened to the branches. The 
floor of the window should be covered with artificial 
grass mats. 

With August, the big vacation month, just ahead of 
us, a bathing suit display similar to the suggestion 
reproduced here should be a good sales producer for 
any store. It is easily installed and may be completed 
at little expense. First, make a large half-circle of 
composition board as a frame, with composition or 
canvas painting in the center. Cover the floor with 
white beach sand. The trees in the foreground may be 
cut from composition board, and if well braced on the 
back of trunks invisible wire suspending from the ceil- 
ing will hold them in place. Well-selected wax figures 
will assist materially in putting this display over with 
a “punch,” and the display is rich in the element of 
personal appeal, so effective in attracting interested 
attention. 
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Display Functioning in National Drive 


Co-ordination of activities should characterize all departments engaged 
in sales promotion—How display division assists campaign of agency 


Sales Promotion Manager, Lamont, Corliss & Co., 


By GEORGE F. FARRELL 


New York City 


davon CORLISS & COMPANY are the 
exclusive sales representatives in the United 
States for a number of nationally advertised 
and distributed products, including Pond’s Vanishing 
and Cold Creams, Pond’s Extracts, Peter’s, Cailler’s, 
and Nestle’s Sweet Milk Chocolates, Peppermint Lor- 
iot, Kneipp Malt Coffee, and several other equally pop- 
ular products. In all of our advertising and selling 
campaigns window display work 
and other methods of dealer sell- 





The importance attached to the 


The cows and bells and the little Alpine cottage 
nestling among the hills in the background—all this 
tempts a passer-by to pause and think of Alpine pas- 
tures. Then he sees the guarantee, Richest in Cream, 
and sees the packages themselves (dummies), tempting 
and attractive pieces varying from five to ten cent bars 
to one pound blocks. And he realizes that the manv- 
facturers have brought this Richest and Best of milk 
chocolate to him at prices which 
fit his purse. 
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ing helps are of vital interest and 
importance to us and to our man- 
ufacturers. 

We have a centralized de- 
partment for the sales promotion 
through advertising of all of the 
products we handle. Most of 
these products are extensively 
advertised, and in preparing each 
budget for advertising very hand- 
some allowances are made for 


value of vizualization in sales- mak- 
ing is clearly demonstrated in the 
progressive tendencies evidenced in 
all present-day national selling cam- 
paigns. Display has come to be ac- 
cepted as an essential in all sales 
promotion activities, and rapidly as- 
suming the most vital element in the 
plan of selling. Mr. Farrell, in this 
article, manifests the diligent con- 
sideration granted the subject in 
formulating national campaigns. 









The problem of getting our 
displays into the dealers’ win- Gj bref h 
dows is one to which we give the We 
greatest amount of research and jj ments 
constructive thought. Generally i dealers 
speaking, we have two methods, My ents \ 


express 


the first and most important of Mj"? a 
which is the installation of our fm “scrip 
dealer { 


displays by local window display- 
men in the larger cities through- Hj U'se, 


the particular field of window 
display publicity. It can be readily seen, then, that our 
manufacturers and ourselves are 100 percent “sold” on 
window display advertising. 

From time to time we get up different designs of 
window display material, including large and small 
cut-outs, easel-back cards, specimen packages of dum- 
mies, window strips, etc., and we are equipped to sup- 
ply any retail distributor of our products promptly 
with artistic material for his windows. 


Emphasis on Original Design 
Very particular attention is paid to the designs of 
the various pieces to insure their telling a convincing 
story. As, for instance, our recent Nestle Chocolate 
display is considered particularly effective because it 
combines in a convincing way the distinctive Swiss 
Alpine atmosphere with the American demand of today 

for five and ten cent milk chocolate bars. 


out the country under the super- eral mz 
vision of our local salesmen. The gg '?0" hi 
other is to send the displays from New York to dealers, the me 
individually, by express. for disy 
Our salesmen in making the rounds “hooks” up the — 
dealer for a display at the time he books an order for ad 
the product, his argument being, of course, our service fr <i 
to the dealer in moving the stock from his shelf—in sad 
short, the usual “tie-up” with the national advertising 
The salesman then turns over to his local window dis 
playman a memorandum of the dealer’s name, address, = 
date display is to be installed, etc., and at the appointed = 
time the displayman gets on the job. This scheme ! MM pointed 
very certain, but rather expensive. We have no doubt, MM While ¢ 
however, that it pays, as it surely gives the dealer oo fa 
everything from which his gain can be evidenced and 
asks nothing, practically speaking, in exchange. play a 
As a means of getting displays to our dealers in the MB Mr. sj. 


small towns and other points where it is not practical 


assistan: 
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-PYREX BAKES FOOD 
FIT — KING 





Prize Winning Pyrex Display by Raymond T. Whitnah, Crosby Brothers Co., Topeka, Kansas 


to maintain display crews, usually, our salesman shows 
the merchant photographs of attractive displays in rep- 
resentative stores and “sells” him on the display idea. 
This accomplished, a requisition placed with headquar- 
ters brings a complete window display promptly by 
express, with an accompanying letter explaining in 
brief how the material is set up. 

We also offer our displays by means of advertise- 
ments run in trade magazines subscribed to by the 
dealers handling our products. In these announce- 
ments we show a cut of the display as it looks all set 
up ina regular window. Under the cut we run a brief 
description of the display, a paragraph urging the 
dealer to subscribe for the display, and a coupon. Of 
course, we tell him in a convincing way about the gen- 
tral makeup of the display, the size it is, and impress 
upon him the fact that it is a simple one to install from 
the mechanical standpoint. The requests we receive 
for displays from our salesmen who have visited these 
dealers, and the requests we receive direct from the 
trade, are assembled here, and displays are duly for- 
warded. We keep records of all such displays and 
from time to time we make investigations to learn just 


what has become of the material and how much good 
it has done. We have found from investigation that 
our method is quite practical and that it does accom- 
plish very desirable results in stimulating direct sales 
and in building organization prestige. 


Dealers Waking Up to Value of Window Display 


An interesting angle of our display work is the 
fact that during the past two years or so we have re- 
ceived hundreds of voluntary requests direct from 
dealers for window display material. We mean dealers 
who are not reached by our travelers and who may not 
even at any time see any announcement of ours that 
we are offering window display material. Our con- 
clusion is that merchants in general are each day real- 
izing more fully the advantage of their show windows 
and equally realizing the beneficial results from dis- 
playing nationally advertised products in their win- 
dows: This awakening of interest and appreciation 
of display value as a factor in sales-making must in 
great measure be attributed to the excellent construc- 
tive work being accomplished by publications devoted 
to the interest of display development. ; 


0000 <0 


BEG YOUR PARDON 


In the June issue of The DISPLAY WORLD there was 
Printed an item stating that S. S. Stevens had been ap- 
pointed display manager for Kaufman-Baer Co., Pittsburgh. 
While there is no question of the reliability of our infor- 
mant faulty letter construction resulted in the error. Mr. 
William Oxenreiter, nationally known as one of the leading 
‘*xponents of the display profession, and for years dis- 
blay director at Kaufman-Baer’s, continues in that capacity, 
Mr. Stevens having been selected by Mr. Oxenreiter as 
‘sistant in the department. 


DISPLAY WORLD EDITOR WILL JUDGE 
PARKER PEN CO. CONTEST 


James W. Foley, managing editor of The DISPLAY 
WORLD, has been selected by the Parke? Pen Manufac- 
turing Company, as chairman of the judging committee 
in the national display contest now being coducted by the 
Parker advertising division. Hundreds of Parker dealers 
in this country, Canada and England have entered pho- 
tographs in this important competition. The contest will 
close July 31 and winners- announced in the August issue 
of The Display World. 
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The Honor Roll of Display Specialists 





The DISPLAY WORLD, afte. a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 











GEORGE A. SMITH 
1737 Broadway, New York City 


Complete Display Campaigns for National Advertisers 
—Local Display Service—Advisory Service to Manu- 
facturers and Advertising Agencies 


Manager, George A. Smith 


J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 
Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 
Manager, J. D. Williams 


STARK BROS. DISPLAY SERVICE 
3724 Troost Ave., Kansas City, Mo. 
National and Local Window Display and Advertising 
Service—Campaigns Designed and Supervised 
Manager, W. A. Stark 


CARSON & PATRICK 
212 Losoya St., San Antonio, Tex. 
Specialists in Local and National Displays—Locations 
for National Displays Provided — Complete Display 
Essentials Furnished 


Manager, Vern L. Carson 














UNDERWOOD DISPLAY SERVICE 
1905 Franklin Ave., Toledo, Ohio 
Local and National Window Display Service in Toledo 
and Vicinity—Specializing in Cigars, Drugs and 
Grocery Displays—Sign and Show Card Service 
Manager, H. L. Underwood 


THE KINNEAR ARTCRAFTS 
6 East 15th Street, New York 
Local and National Window Settings, High-class Art 
Panels, Backgrounds, Scenery, Screens... Sketches 
furnished to reliable firms. Correspondence Solicited. 
Stagecraft—Conventions—Expositions 


S. FISHER CO. 
40 No. Wells St., Chicago 
Plan and Install in Chicago and Vicinity Displays of 
Nationally Advertised Products—Local Service 
Manager, S. Fisher 


PEP WINDOW DISPLAY & SHOW CARD SERVICE 
526 Calhoun St., Fort Wayne, Ind. 
Local Displays and Producers of National Displays in 
Fort Wayne and Vicinity—Show Cards 
Manager, F. G. Piepenbrink 


NATIONAL WINDOW DECORATING CO. 
1233 Arch St., Philadelphia 
Producers and Directors of National Window Displays 
Covering Cities of Philadelphia, Washington, Atlantic 
City, Camden, Trenton, and Reading and Lancaster, Pa. 


Manager, K. S. Wolff 


THE BELLRINGER COMPANY 
18 West 34th St., New York City 
A National Service in Window Display and Selling 
Campaigns—Complete Campaigns Arranged and In- 
stallations of Displays Made in Any City 
Manager, H. Bellringer 

















THE WINDOW DISPLAY SERVICE 
1419 Emerson Ave., Salt Lake City, Utah 
Designers of National Display Campaigns—Local Dis- 
play Representatives for National Advertisers—Show 
Cards, Department for American Display of Foreign 
Made Products. 
Manager, N. W. Reynolds 


WINDOW DISPLAY SERVICE ASSOCIATION 
504 Liberty Ave., Pittsburgh, Pa. 

Creators of Displays for Local Merchants—Repre- 
sentatives for National Advertisers in Pittsburgh and 
Vicinity—Advisors in Display and Advertising 
Manager, Harry C. Cohen 





WINDOW DISPLAY ADVERTISING SERVICE CO. 
McMullen Bldg., Grand Rapids, Mich. 
Window Display Advertising for National Advertiser 
and Retail Merchant—Complete Display Campaigns 
Created—Installations Made in Grand Rapids and 
vicinity 
Manager, Fred Tracy 


G. T. WHITE CO. 
1812 Chestnut St., St. Louis, Mo. 

Display Service for National Advertisers and Retail 
Stores—Complete Display Campaigns—Show Cards— 
Posters, Fixtures and Decorations 
Manager, G. T. White 





——_— 





CARL A. SEMSCH 
213 Rivoli Bldg., LaCrosse, Wisconsin 
Local and National Displays—Convention, Jubilee, Hall 
Decorations—Show Cards, Backgrounds, Screens, 
Floorings. 
Manager, Carl A. Semsch 


BLYSTONE STUDIOS 
_ 229 S. Adams St., Peoria, Ill. 
Expert Counsellors in Store Designing, Construction, 
Equipment, Lighting. Makers of Screens, Panels, 
Backgrounds and Show Cards 


Manager, R. L. Blystone 











SCARDEFIELD DISPLAY SERVICE 
107 N. Whitfield St., Pittsburgh, Pa. 
Complete display campaigns for the National Man- 
ufacturer covering the State of Pennsylvania. Local 
Display Service. 
Mgr. John S. Scardefield 


J. P. WISSINK CO. 
Sheboygan, Wisconsin 
Local and National Show Card and Designing Service 
—Detail Sketches for Display Settings—Trade-Mark 
Designing 
Manager, J. P. Wissink 








ACCOMPLISHMENT IN THE RENDERING OF DISPLAY SERVICE IS THE NECESSARY QUALIFICATION 
FOR REPRESENTATION ON THE DISPLAY WORLD’S HONOR ROLL OF DISPLAY SPECIALISTS 
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The window at the right shows 
what can be done in temporary 
backgrounds by the use of Cor- 
nell- Wood- Board. The floor is 
made of marbled panels in the 
manner described heretofore. 
The decorative panels and ped- 
estals are also made from Cornell. 







































The simplest or 
most elaborate temporary 
backgrounds 


OU can easily and economically set off 





















Here is an architectural setting showing the uses that you can : ° 
make of Cornell- Wood-Board for columns, wall panels, furniture grounds of refreshing novelty if you make use 


and the like. The floor can be made in tile effects or in marble. 


your merchandise against temporary back- 







of the features of 











It saws easily, for it is all wood. It holds nails. 
It is triple-sized to resist moisture and conse- 




















ae a paneled background with decorative oval inserts all 
leis CoOmell-Wood-Board and decorated with suitable = iy any color without preparation because it is 


quent warping and buckling. You can paint it 















primed at the mill to take paint; or you can use 
it as it comes to you, with its handsome oat- 
meal finish. These unique features make it the 
ideal material for the window designer and 
decorator. 









CORNELL WOOD PRODUCTS COMPANY 
190 North State Street, Chicago, Illinois 
Mills: Cornell, Wisconsin 





















caltsman from this ideal material. Back panels and floor can all 


Meviously described in these advertisements. 


Here is a screen made of Cornell -Wood - Board. showing what 
genious and artistic effects can be produced by the thinking This is the fourth of a series of six advertisements on easy, prac- 


made novel and fresh in appearance by any of the methods probably want to save the whole series. They’re full of worth- 










tical methods for making your windows more attraétive. You'll 






while fads and ideas. Look for them. 
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Display Men Merchants 





THE DISPLAY WORLD 


An Illustrated Monthly Publication for 
Advertising Men 
Issued on the 15th of Every Month by 
The Display Publishing Company 
Cincinnati, Ohio 
EDITOR, JAMES W. FOLEY 


OUR PLATFORM 
1. The Devélopment of the Art of Mercantile Display.—2. Its General and Positive Realization by Mer- 
chants as the Most Powerful Factor in the Business of Selling—3. More Intimate Co-operation of Man- 
ufacturer and Merchant—4. The Encouragement and Advancement of the Independent Display Service 
Idea.—5. An Ideal, Practical and Helpful Personal Service to the Display Profession and its Industry. . 


National Advertisers 











We commend the judgment of the del- 
The New _ egates attending the 26th Annual Con- 
I. A. D. M. vention of the I. A. D. M., at Cleveland, 
President 

expressed in the selection of John J. 
Cronin for the office of president. The choice of the 
Metropolitan executive is a distinctive indication 
of the general desire on the part of Association 
members to place the I. A. D. M. in a position of 
mercantile importance, long withheld, we fear, 
through a too frequent apathy concerning the im- 
portant business of association elections. 

Mr. Cronin was the choice of the display frater- 
nity; the preference of displaymen from every sec- 
tion of this country and Canada. He was not hand- 
picked by any group of men, self-styled as poli- 
ticians, but the unanimous choice of the men of the 
display profession. As such, we may expect an 
administration in the interest of the whole profes- 
sion, and having some knowledge of Mr. Cronin’s 
past achievements, his energy, enthusiasm and fair- 
ness, The DISPLAY WORLD reiterates the ex- 
pression it made eight months ago, when it said, 
“The general profession of display will be truly 
benefited and its representative Association made 
a more powerful force in mercantile affairs when 
“Jack” Cronin sits in the president’s chair.” We 
confidently anticipate a year of distinctive I. A. 
D. M. accomplishment. 





The DISPLAY WORLD has fre- 
quently urged consideration of the 
important division of I. A. D. M. 
affairs that concerns itself with edu- 
cational features. It again sounds the question in 


Let’s Have 
Departments 
That Function 


the interest of the affiliated displayman and for the 
general benefit of the Association. 

There is urgent need, a demand, for a more 
substantial department of education in the I. A. 
D. M., and this unnecessary weakness has been ad- 
mitted by officials for years, but the activity of mak- 
ing the division one of live, functioning propen- 


sities, with the resultant benefits to members of the 
Association, seems to have been difficult of stimv- 
lation. 

At the Cleveland meeting delegates openly pro- 
tested the past passive acceptance of the importance 
of the educational department and demanded that 
something be done for the affiliated displaymen, 
regularly remitting dues, but frequently finding it 
impossible to attend annual conventions. 

The new president, Mr. Cronin, is cognizant of 
the inefficient functioning of this vital division and 
has expressed a determination to give first con- 
sideration to its development. We believe that the 
president could no more auspiciously inaugurate his 
administration than by doing this very thing, and 
we further anticipate that he will do it, placing this 
very life of the organization in a healthy, constantly 
functioning state. 





A point of interest as well as vital im- 
Important portance was introduced at the final 
= ee session of the Executive Committee on 

urprising 

the closing day of the Cleveland cor- 
vention. It concerned the alleged delinquency of 2 
cetain local club in the State of Ohio, which club, 
it seems, has failed to remit its regular dues to the 
I. A. D. M. during the past two years. 

This point is important because the parent ass0- 
ciation is under heavy expense in order to offer t0 
the members of all locals advantages and beneiits 
that will assist all displaymen in the advancemet! 
of the profession, and, accordingly, promote the it 
terest of the individual display artist. It seems thal 
all should appreciate the necessity of funds for the 
operation of any enterprise, be it business or 4° 
sociation. Money must be available and to attempt! 
to conduct an organization without it would be 
folly. The Ohio city local or any other local club, 
that fails to meet its obligation, which at most § 
trivial, should be ruled out of active participation if 
I. A. D. M. affairs. 
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The point is interesting in view of the fact that 
the convention of the Ohio State Association of 
Display Men was held in the city in question as 
recently as February, 1923, and at this meeting the 
president of the I. A. D. M., and the organization’s 
secretary were among the ‘active participants. In 
view of this support from the two officials that 
should be aware of conditions such as have been 
brought into discussion, the point seems to go just 
a trifle beyond the interesting stage and becomes a 
bit ludicrous in view of the charges having been 
brought by the association that assisted in the effort 
to make this convention in the “recently alleged 
delinquent city” successful. 

Perhaps it would be well to keep in closer touch 
with association affairs inasmuch as such a policy 
and a little business tact would prevent the recur- 
rence of the disagreeable insinuation which char- 
acterized the final session of the Executive Board. 





One of the most important sug- 


Something gestions resulting from the many 
— Pine and varied talks on the I. A. D. M. 
oe convention program was _ that 


taken from the address of J. Duncan Williams, 
who urged that displaymen be more careful of the 
language they use and that every effort be made 
to improve one’s grammar and construction where 
deficiencies do exist. 

There is nothing of a more serious handicap to 
the professional man than poor or uncertain English, 
and invariably a critical test concerns itself with 
this essential in the filling of important offices. 
To-day such expressions as “ain’t got,” “haven’t 
saw,” “don’t know nothin’,” “drug out,” and nu- 
merous individual examples of double negatives 
stamp the user as one unfit mentally for the task 
of responsibility. 

It does, therefore, as Mr. Williams so timely 
pointed out, behoove us to be on our guard, to de- 
termine to make our manner and method of expres- 
sion indicate our worth in the positive degree rather 
than have it classify us as incompetent, negligent 
and without the quality pride that should be the 
motive power to all personal advancements. 





There are still a few of those fel- 
They Annoy Us lows who tell you how to best do 
rahe. the things they know least about. 

We talked with some of them at 
the Cleveland meeting, and learned first-hand from 
them that a number of display managers we had 
always considered outstanding exponents of the 
display profession were just cheap imitations, and 
we were advised that our ideals of the profession 
Would find difficulty in meeting the standards pre- 
scribed where our informers *were employed. 


It is regrettable and pitiable that such non- 
descript members of the general profession con- 
tinue in such an unenlightened state and it seems 
that they are destined to be always with us. 

There is no surer guarantee of the displayman’s 
inability than his constant knocking of the other 
fellow, and frequently it will be found that the 
self-styled master obtained his usually meagre 
knowledge of display from a few months’ ex- 
perience in a small town store where display duties 
consist of piling the window to the ceiling and 
spending the spare time in doing general clerking 
and porter work. This type would, perhaps, qualify 
as a display manager in the same degree that the 
fellow who spent twelve years writing the “Breezy 
Notes” and “Us Boys” column for a six page house 
organ would be likely to satisfy as editor of The 
Atlantic Monthly, Economist Quarterly or some 
great metropolitan daily paper. “They remind 
us of the advertising critic whose contribution to 
the advertising field was many years of “perfect” 
failure. 





Educational programs of dis- 


ae I — playmen conferences and 
ee n Display ; / 
Department conventions, while replete 


with those demonstrations 
and references designed to cultivate and develop 
artistic skill in manipulation of merchandise, and to 
being about a keener appreciation of the prestige 
of display art, fail to provide enough of the busi- 
ness element. 

All displaymen are striving to become display 
managers or something more in the mechanism of 
the retail store, and to become such the mere ar- 
tistic instinct and ability is in itself not sufficient. 
There must be a pronounced manifestation of the 
ability to plan, to see into the future and to direct 
or manage a department, before one is vested with 
the cloak of authority. 

Strange as it may seem, with a single exception, 
no displayman representative on the recent I. A. 
D. M. convention program referred in any manner 
to the imperative demand concerning executive 
ability in the display department. Yet on this same 
program there appeared three merchants, each with 
an exhortation to displaymen to develop their busi- 
ness and executive capacities. These men, being 
merchants, appreciate the tremendous power of the 
display department in the all important branch of 
merchandising—selling, and, it is only reasonable 
to assume that each has experienced the disappoint- 
ments resulting from inefficient management. 

Not all displaymen are deficient in this essential 
but there can be no question that too few have 
developed the executive force to meet the present- 
day demand for display managers that are at the 
same time business executives. 
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President John J. Cronin 


Mr. Cronin is Display Manager for L. Bamberger & Co., Newark, N. J., and 
President of the Metropolitan Display Men’s Club, New York. His election 
to the office of President of the 1, A. D. M. was unanimous, and considered 
one of the most progressively constructive achievements in Association history. 
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Country's Leading Display Artists 


Attend Cleveland Meet of I. A. D. M. 


One thousand displaymen and manufacturing representatives attend 
Cleveland Covention—Program features of unusual merit make ses- 
sions interesting and instructive—John J. Cronin elected President 







f- Fy|UNCTUATING a most interesting program 
a with frequent demonstrations in which the 
IEf>| leading masters of the display profession 
participated, the twenty-sixth annual convention of 
the International Association of Display Men, held 
at Hotel Winton, Cleveland, June 18, 19, 20 and 21 
will go down in Association history as the most 
successful educational event yet conducted by the 
organization of display artists. 

More than five hundred displaymen from every 
section of this country and Canada registered at 
the Cleveland meeting, while the display industry 
was represented by more than three hundred of its 
members. While the attendance fell somewhat be- 
low the Chicago and Detroit meetings insofar as 
actual displayman registration is concerned the 
convention undoubtedly provided more of the vital, 
important essentials in which convention delegates 
are most interested. Demonstrations were of 
higher character as a whole and the addresses in 
great part were inspiring and of pertinent reference. 








Active Interest in Association Affairs . 


There was an evidence, a decided one, on the 
part of delegates to speak freely on the conduct of 
Association affairs and as a result many important 
problems were discussed to the advantage of the 
individual and the organization. The excellent sys- 
tem of staging demonstrations and the method that 
allowed the “small town” displayman to pit his 
skill against the “big city feller” met with universal 
approval, and, incidentally, resulted in a few jolts 
ior the displayman of the larger cities. 


Of greatest influence on Association advance- 


ment was the election of John J. Cronin to the 
ofice of president. With the arrival of the early 
delegates came talk of the Eastern man for the 
highest office, and as the crowd jammed its way to 
the registration booth on Monday and Tuesday, 
Cronin enthusiasm reached the point where no 
other candidate would seem to have the slightest 
chance. And so it proved, since Jack rode into the 
highest Association honor with every last delegate 
cheering and voting for him. This unanimous se- 
lection of such an outstanding figure in the display 
and mercantile world augurs great achievement in 
A.D. M. affairs. 


The 1924 convention was awarded to Buffalo at- 





ter a spirited contest in which Kansas City, Mo., 
offered for a time serious contention. L. A. Rogers 
and O. E. Wheete were returned to the offices of 
secretary and treasurer, respectively, the former 
after a hairline finish over C. H. Fadem. Mr. 
Wheet was unopposed. 


Exposition a Prominent Feature 


Though inadequately housed the manufac- 
turers’ exposition was of distinctive size and beauty, 
there being over fifty organizations represented 
with complete exhibits. The pretentious char- 
acter typical of Chicago and Detroit meetings was 
absent due to the limited and impractical space 
provisions for such an event as the Manufacturers’ 
Exposition has become. However, ideas were more 
individually beautiful and to be found in greater 
quantity and variety than ever before. The exhibits 
of The Botanical Decorating Co., Schack Arti- 
ficial Flower Company, Bodine-Spanjer Company, 
Hugh Lyons & Co., McCallum Co., L. Baumann & 
Co., and Don Shasteen Company were of particular 
interest, with all the other booths attracting much 
attention and liberal patronage. 


The various Cleveland convention committees, 
while covering themselves with glory as conven- 
tion directors did not fail to provide just the right 
amount and kind of social diversion in which the 
visiting lady delegates were excellently and judi- 
ciously considered. Monte Carlo proved a big suc- 
cess, as did the boat ride on Lake Erie, the auto 
trips, luncheons and banquet. Cleveland proved 
hospitable indeed. 

One of the most noticeable features of the meet- 
ing was the merchant interest evidenced, there be- 
ing several hundred merchant visitors to the con- 
vention hall during the three days of education pro- 
gram. No less than four merchants of wide im- 
portance graced the program and displaymen were 
appreciably enthused to hear each merchant ap- 
praise display and the displayman as a tremendous 
and indispensible force in modern merchandising. 
It seemed to be the concensus of the merchants’ 
opinion that the displayman should be accepted as 
the director of his department with complete con- 
trol over budget expenditures and other matters 
pertaining to the operation of the display di- 
vision. 
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J. L. Cameron, Ist Vice-President 


The convention was called to order Monlday afternoon by 
President W. H. Teal, who immediately called upon the Rev. 
W. W. Bustard, who offered the opening prayer. Mr. Teal 
then outlined briefly the accomplishments of the various Asso- 
ciation committees during the past year and then introduced 
Victor W. Sincere, general manager of The Bailey Company, 
Cleveland. 


Victor W. Sincere Welcomes Delegates 


in welcoming the displaymen to Cleveland, Mr. Sincere 
made reference to the power of the displayman as a store and 
civic force. “It isn’t so long ago,” said Mr. Sincere, “that 
merchants didn’t want to look one another in the face—they 
were suspicious of one another, thinking any information that 
one merchant might accidentally drop to another merchant 
might be something that would be picked up and used in a 
way so that it would be a ‘detriment to the person who unfor- 
tunately happened to say something about his business affairs. 


“That condition of affairs is very recent, because I myself 
happened to have been the attorney and secretary of the State 
Street organization in Chicago, and I know how hard it was 
during those days, except in times of danger, to get the 
merchants (and those men were all big men) together into an 
association which would be constructive besides being defen- 
sive. The association usually functioned when something was 
apparent, when there was a strife off some kind, or some 
interference with the progress of their establishments. It was 
something purely defensive, but never something constructive, 
and during that period, or from that time to now, not only 
among retail merchants, but in all lines of industry, there has 
been the tendency for work of the association. 

“In other words, there was a tendency in a given industry, 
or craft, as you might call it, to pool their interests and con- 
structively sit down, debate an'd plan and work out those 
things which will ultimately go for the benefit of all. 

“Tf the merchants during that time were unwilling to meet 
one another face to face, it was only normal that any part 
of the establishment, or any part of the personnel should feel 
the same way, because, after all, in all establishments, no mat- 
ter whether they are industrial or retail or manufacturers, in 
every line of industry those on the battle front are merely the 
reflection of the executives of that institution. You will find 
that to be true all the way through, and have probably found 
it to be a fact. 

“So it was normal that if the merchants didn’t care to 


H. H. Tarrascu, 2nd Vice-President 


R. T. WuitnaHu, 3rd Vice-President 


associate one with the other, that nobody in the personnel of 
the staff would. But in the last few years, as science has 
taken hold of the retail industry, there has come with ita 
desire—a great ‘desire—on the part of all merchants all over 
the country to unite for the purpose of the exchange of infor. 
mation and for constructive substance.” 

“T know that each one of you must know the important part 
that you play in the success of any retail business. It is need- 
less for me to tell you that, and I am only hopeful that 
throughout the United States of America, in all the establish- 
ments you represent, that your executives appreciate the great 
part which you play in the success of a business, because after 
all, to my mind, the. show window is the portal of the home.’ 

Representing the I. A. D. M. in responding to Mr. Sincere’s 
address of welcome was Clement Kieffer, Jr., display manager 
for the Kleinhans Co., Buffalo, and one of the most active 
and important figures in I. A. D. M. affairs. Mr. Kieffer, in 
his characteristic enthusiasm, eloquently accepted on behalf 
of his organization the spirit so generously proffered by the 
preceding speaker. 


Incidental to the major subject of Mr. Kieffer’s address 
was the introduction by the Buffalo star of a series of letters 
from manufacturers and chambers of commerce expressing 
the respective appreciation of display as a sales force and a 
a contributing factor in community life. 

Samuel M. Gross, general manager for The May Company, 
was then introduced and spoke briefly on the subject of dis- 
play, of its importance in sales stimulation and in the building 
and manifestation of store prestige. Mr. Gross, himself at 
old-time displayman when these artists were known as “trin- 
mers,” provoked much merriment in the recitation of some 
of his early experiences in display work. 


Address by Edward Goldstein 


Edward Goldstein, advertising manager for The May Co. 
Cleveland, followed, and was accorded an ovation at the cot- 
clusion of his address, frequently spiced with reminiscences 
and trite mercantile allusions. Mr. Goldstein said in part: 

“Between advertising and window display there seems t 
be a very strong bond of sympathy, or similarity. We bot 
are using a means of commynication to the public. We are 
using the newspapers and billboards and letters, or whatever 
the case may be. As a general thing, for all comparisons we 
are using the newspapers, and that is our means of communi 
cation. We are using the newspaper the same as a perso 
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O. E. WHEETE, Treasurer 


might use the telephone to call up friends. We are getting 
after everybody, and that is where I think we have it on you. 
You have a window, but they have to come ‘down and see it; 
we take the newspaper and send it out to them. We have 
that advantage over you, of course. 

“T say, like a good many buyers, ‘Give me a good window 
and you can keep your ads.’ That is all very good, but I 
would like to have the window if you could put it on wheels 
and send it around town where everybody could see it. We 
have to bring-them down and you have to drag them in. We 
bring the customers to the merchandise and you bring the 
merchandise to the customers, so to speak. 

“I agree with lots of buyers that the window is a piece de 
resistance if it is properly handled for the merchandise, but 
[ think it is rather a toss-up whether the window is better or 
whether the ad is better. We can shout it all over, but we 
have another disadvantage; we have our limits. We have 
type—you can show the goods. We can’t do that; we make 
a picture of them. Sometimes it is a swell picture and some- 
times it isn’t. You can show the actual merchandise and in 
this way you have a big advantage over the advertising man, 
who has to depend on the papers. 

“In both there is always a little bond of similarity in the 
human interest. There is a human interest and appeal in 
advertising, and a human interest appeal in display windows, 
and I hate to see displaymen get away from that human inter- 
est appeal. I love to see those human figures in the windows. 
There is something about them that you remember. I know 
[have never had a person say, “That was a wonderful window 
you had two years ago with the dotted Swiss crepe along 
some racks,’ nor ‘That was a wonderful window you had on 
shoes,’ but they say, ‘That was a wonderful baby window you 
had,’ or ‘That was a wonderful bathing suit window you had, 
with all the swell dames.’ 

“The window with the human interest makes the strong 
appeal, and I am surprised sometimes to see, whether it is due 
'o physical limitations, displaymen get away from human 
interest in their window and put in its place something that 
is cold. It is the same as using nothing but type in your 
advertisements and never giving the relief of illustrations. 

“I think your figures in the windows give the human inter- 
¢st—the woman at the piano, or the man at the bookcase. I 
may be a little out of date on that, but it looks to me as 
though that is a very interesting field to keep up on. I hope 
you won’t lose it.” ; 


L. A. Rogers, Secretary 
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\W. H. Tear, Chr. Executive Com. 


The second session was cailed to order promptly at 10 
o’clock, Tuesday morning, June 19, by President Teal. 

Scheduled to address the delegates on “The Object and 
Nature of the I. A. D. M., J. E. Berg, Burgess-Nash, Omaha, 
Nebr., made a last minute variation in program plans and 
spoke at length concerning his personal accomplishments 
and his participation in the business affairs of the Women’s 
Auxiliary of the I. A. D. M. Mr. Berg concluded with a 
plea in behalf of the Association’s official organ. 

G. G. Myers and J. H. Everetts Win Prizes 

The first competitive demonstration of the meeting was 
then held with three cmpetitors, each placing drapery over 
wax figures. The entrants in this test inc uded G. Gordon 
Myers, display manager, Coppin’s, Covington, Ky.; Lud- 
wig Fruhauf, display manager, The Boston Store, Wichita, 
Kans., and Harry W. Hoile, display manager, Rorabaugh- 
Brown, Oklahoma City, Okla. Mr. Myers received the 
judges decision and was awarded a silver loving cup. A 
gold medal, second prize, went to Mr. Fruhauf, with Mr. 
Hoile ranking third and receiving a silver medal for his 
efforts. 

Ellsworth H. Bates, display manager for C. W. Klemm, 
Inc., Bloomington, Ill, was next introduced and presented 
a number of suggestions of value concerning methods of 
applying and employing decorative floor, wall and panel 
coverings. 

Demonstrations in Class 2, men’s clothing, then followed 
with J. H. Everetts, Ottumwa, Ia., capturing first honors. 
Second and third places went to Eugene S. Cowgill, display 
manager for the Metropolitan, Dayton, O., and J. Hilgers, 
display manager for Olsen & Veerhusen, Madison, Wis., 
respectively. 


J. Duncan Williams Addresses Convention 


Mr. J. Duncan Williams, Chicago, national authority in 
display and merchandising, was next introduced, and de- 
livered a powerful address which was genuinely appreciated 
by the hundreds of delegates who attended I. A. D. M. 
sessions for the benefit that may be obtained through 
the introduction of practical suggestions. Mr. Williams’s 
address follows: 

“Confucius, perhaps one oi the wisest of the world’s 
wisest men of all time, upon being asked the reason for 
his great success as a teacher, replied: 








“‘T select only those who want to learn and who are 
willing to work to that end. I give them one corner of a 
proposition—if they cannot work out the other three I 
do not repeat the lesson.’” 

“To those of you who have worked hard for some years, 
who have reached a certain average stage of ability and 
getting an average salary; to those who can’t seem to get 
up much pep, who are neither satisfied or exactly dissatis- 
fied with themselves, with their jobs, with their profession, 
whose future is foggy and you can’t see very far ahead, 
and you who consider changing your work for something 
that offers better opportunities and better pay, better 
chances for more freedom of thought and action and more 
accomplishment— 

“Tt is to you in particular, and those who have not yet 
reached that stage, but who will, that I address these re- 
marks with the hope that they may contain principles 
which will enable you to see your problems in a different 
light, an interesting light, so that you can work out for 
and by yourself the other corners of your problem. 

“Friends, it is not what you pretend to be, not what 
you think you would like to be, but it is what you are 
willing to work to be—it is what you are willing to pay 
the price to be! 

“T will first take up the subject of how to make the 
window sell. In order to do that there are several opera- 
tions to go through, and the first one of these is to analyze 
the windows. That is, we must understand their functions 
in general, and their possibilities. 

“What are the functions of a display window? There are 
several functions, and for convenience I have divided them 
as follows: (1) To attract attention to the store, and to 
unmistakably reflect its general character and _ business 
policy. (2) To back up the store’s advertising, if it adver- 
tises in other forms than the windows. If other mediums 
are not used, the windows can be the store’s advertisement. 
(3) To sell the store and its policy, as well as its merchan- 
dise, to the people of the community. 

“Your function in this connection is to understand 
thoroughly the store policy, and its advertising program, 
which should—and most usually does reflect the store’s 
policy. It is also your function to make the window dove 
tail into the general plan and do its full part in getting 
the desired results. 
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“And what are these desired results? To do business 
in its particular locality at a profit, and render a service 
to the people of that community. 

“IT mentioned the possibilities of the windows, and I will 
say here that their possibilities depend upon their physical 
conditions. Among those conditions I will mention the size 
of the store, the size of the city, the location of the win- 
dows, the number of windows, the size of the windows, 
their adaptability to proper display, the equipment for 
proper display, the budget of expense for operation and 
maintenance—and I want to say that that item is most im- 
portant. The class of customers also must be taken into 
consideration. 

“Windows can be made to sell an article of merchan- 
dise to a customer before the customer comes into the 
store. The sales person does not have to look through the 
stock to find something to interest the customer, for the 
customer has been attracted, interested and decided upon 
the one thing she wants. 

“Windows have the possibility of the unconscious influ- 
ence. Many times window display uses intensive sales 
pressure upon individuals interested, who would resent the 
slightest personal effort to sell them. 

“Window displays create desire and cause action when 
the customer believes that he or she is deciding the act of 
purchasing. 

“Window display is, and has been termed “ a 100 per 
cent advertising medium,’ because it attracts attention, 
creates interest and causes action from possible customers 
on the spot where the goods can be purchased immedi- 
ately. Window display, this eliminates the obstacles of 
time and space between the decision to buy on the part 
of the customer, and the place where she may have to go 
to purchase the article. 

“A powerful factor in window selling lies in the possi- 
bilities of the show card. In many instances what the card 
says, and how it says it determines the entire success of the 
display. The card is vitally important—oftentimes equally 
as important as the effect of the window which may have 
taken hours to trim properly. Therefore, much thought 
can be given to the copy for the card. And the lettering 
should be done in such a manner that its general effect is 
in harmony with the display, and so that the type empha- 
sizes the “spirit” of the copy and the idea of the window. 





A Group of Delegates in Convention Hall. Demonstration Display Windows in Background 
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THE ACME OF 


SPOTLIGHTING and 
COLORLIGHTING 


Innumerable 


Satisfied Users 


“SPOTIT” will direct its 
“POWERFUL RAYS” 
“COLORED or CLEAR” 
FROM THE CEILING, 
WALL, FLOOR OR 
FROM A STAND 








It can be 
attached to 
and lighted 

from any 

ordinary 
electric socket. 





Inserting Color Slide 


LIGHT complete including COLORS, one 400- 
WATT STEREOPTICON BULB and all 


Peg fh 8 8 sg | Se wl See ee $30.00 
Se | | Ce nee a Ok 27.50 
With. 250-Watt Bulb (less)_----.----2--_-----__ 1.40 
Stand (Height 4.Feet)..2i-.---2...-..-.----~-.. 1.50 
Stand (Telescoping to 6 Feet)_--------------_-- 3.50 
EXTRA BULBS: 

400; Wattd Céach).2.-222-0252 -2s.cccs seek 3.25 

oO Watts (euch) oo...5: 22222-22225 1.85 
EXTRA COLORS: 

Set“of Twentynine ey tn ele 1.00 


Terms: NET CASH 





SALES REPRESENTATIVES 
Los Angeles — Chicago — Baltimore — Philadelphia 


SPOTIT COMPANY 


440 West 40th Street New York City 
Tele. Chickering 9754 
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Catalog DW-23 | 


showing better ideas 
and suggestions for 
your Fall Displays. / 


Baumann 
Floral Decorations | 
Backgrounds 
Set Pieces : 
Special Units and 
Window Furniture 

are now being used 


throughout the } 
country. i 


Write for 
Catalog. DW-23 i 





L.Baumann&Co. 


357-359 W. Chicago Ave. ! 
Chicago, Ill. | 
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The draping example at the right was 
executed before convention delegates by 
that master display artist, H. H. Tar- 
rasch, Stix, Baer & Fuller Company, St. 
Louis. One piece of beautiful silk was 
employed in forming the drape. Atten- 
tion is directed to the novelty draping 
form used by Mr. Tarrasch. 








The drape at the left is by W. Guy Warner, dis- 
play manager for Friedberg’s, Detroit, Michigan, 
and fashioned from uncut materials by the De- 
troit artist before the visiting delegates to the 
Cleveland convention of the International Asso- 
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ciation of Display Men. 

















“Many times I have changed a poor selling window into 
a successful selling window by changing the wording of 
the card to better fit the display. 

“In referring to “unconscious influence” and “intensive 
pressure” being exerted upon a window-shopper a moment 
ago, I had in mind the combined effect of an attractive 
display, plus the persistent, intensive effect of a properly 
worded show card, quietly but pleasingly repeating facts 
and desirable qualities of the thing displayed. 

“Window cards should never misrepresent the facts 
about the merchandise displayed. It is better to tell less 
than the whole truth than more than the truth. Truthful 
cards will keep the windows 100 per cent effective in the 
confidence of the people who buy from them, and they 
will depend upon them. Five per cent of untruth will 
cause from 33 per cent to 50 per cent of discounting on 
what the cards state. 

“Consistently interesting, attractive and truthful window 
displays will in a short time work about such a reputation 
for a given store’s windows that people will remember, 


think of and walk blocks out of their way to see what 
is in them, even while looking in a competitor’s window. 

“Now, I don’t know of a more desirable condition of 
things from a merchant’s point of view, than to have his 
windows so handled that they are attractive and sell things, 
and that when people about town happen to look into 4 
competitor’s window they are reminded of his windows and 
immediately walk around to see them. 

“The man who is to do all this, or be responsible for 
having it done is the essential element in the entire scheme 
of “Windows That Sell.” All other elements depend «pot 
him, and all results depend upon him. What, then, must 
he be like? What are his qualifications? Inasmuch 25 
he is the most important factor in the window problem, 
most of the time will be devoted to him, and to the things 
which are conducive to getting the good out of him that 
there is in him. That is, if there is any good in him, and #f 
not, getting some good into him so it can be gotten out 
of him via the window displays. It is for the good of the 
store primarily, and for the good of himself secondarily, 
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MESSMORE & DAMON, Inc. 


404-408 West 27th Street New York City 
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hon year we are featuring ani- 
mals and giving exclusives to the 
different cities. 


One suggestion for their use in win- 
dow displays is to have a circus tent 
background showing a pole or two, 
sawdust floor. Some animals could 
be shown in circus wagons. 


They are life size, very realistic, 
mechanical, and could also be used in 
zoological or jungle scenes. 


The list includes an elephant, camel, 
giraffe, lion, tiger, bear, hippopota- 
mus, zebra, rhinoceros, buffalo, kan- 
garoo, monkey, and clowns, all me 
chanical. 
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and thirdly for the good of the profession and its place 
in the economic scheme of business. 

“We will assume then that my subject is: “How to 

Make $100 per Week and More, Selling Window Display.” 
First, of course, you have to have the ability and oppor- 
tunity to earn it. You can develop the ability by study 
and application, and then opportunities will force them- 
selves upon your attention and you will. “recognize” 
them when you see them. And yet you may seize these 
‘opportunities and make good on them and still not be 
garnering the century note for your weekly honorarium. 
You may be earning it, but not getting it, and why? 
_ “Because you have not sold it, or you have sold it too 
cheaply. If you could buy a certain article, a certain com- 
modity or a service that you needed, one worth $100, for 
$50, would you go out of your way to pay $100 for it? I 
say, “Hardly!” 

“Neither will a merchant do so, unless and until he is 
“sold” on the proposition and shown that your services 
are valuable to him as an investment (not an expense) to 
the extent of the figure named (or more). You know you 
have got to earn the salary you get—and a little bit more. 
Merchants know that they have to give value in mer- 
chandise equal to the price they ask for an article, or they 
cannot sell it. They also know that they cannot over- 
charge and get away with it. 

“Merchants know—that is, the successful ones know— 
that they have to sell their store, their location, their 
policy, their goods and their prices to the public. The 
public has to be “sold” on all these things before a store 
can feel secure in its position. 

“Salesmanship is everything! Salesmanship is the key- 
note in the arch of your problems. Study sales, think sales- 
manship, let sales be the ultimate end of your display 
plans. -No matter how good a decorator you may be; no 
matter how clever an artist you may be in the field of 
display, you cannot hurt either yourself, your art or your 
store if you make your art do practical things like the 
increasing of sales and making the goods move more 
rapidly and producing: a quick turn-over. 





“A store is in business to sell things, first, and to look 
as well as possible second. Let your art be governed by 
common sense and reason, and it will live and prosper! 

“But making the store window look as well as possible 
and attractive, with consistent decorations, timely ideas 
and intelligent presentation of merchandise through the 
window displays is not an.insignificant after-effect—it js 
a fundamental requisite which has to ~be accomplished 
before the windows sell up to their highest average! The 
one depends on the other and always will. The better and 
more attractive the displays will be quite coincidentally 
the more sales they will create. 

“Such a displayman will be a salesman—a merchandise 
man as well as a decorator. And he will have the ability 
as a salesman to sell his ability to the merchant on a basis 
of sales. Few merchants know a great deal about the real 
inside essentials of the technique and tricks of the art of 
real window display. Many of them cannot tell the differ- 
ence between a window display that is completely well 
done and one that is passably well done. 

“Yet herein lies the difference between complete re- 
sults in sales and passably fair sales results. The differ- 
ence between complete results and only fair sesults is the 
“mysterious something,” the difference between a store 
that grows into a strong, permanent and sound institution 
and one that lives awhile and then fails and is soon for- 
gotten, or is like so many that drag along for years, stay- 
ing in business by the skin of their teeth. 

“The keynote of my message to you then, displaymen, 
is Salesmanship and Sales, a study of which will soon 
reveal itself to any displayman as a most essential requisite 
to successful displaymanship, a thorough understanding of 
which, intelligently blended with good display art will 
produce such results that any merchant can understand 
because they are tangible results—they are business re- 
sults, the kind that the banks will use, cash! 

“You want to know how to make $100 per week? | 
have already told you—ability, opportunity, salesmanship. 

“Now we might stop here, but there are a few supple- 
mentary and related principles which I believe will help 
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First Prize Display in Competitive Class I, by G. Gordon Myers, Coppin’s, Covington, Ky. . 
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Base shown in use 
with costume form. 


Form and base 
complete, $21. 




























Announcing A New Important Display Fixture, 
Fully Patented and Copyrighted 


Produced by the well-known house of 


DAVID SOBEL’S SONS 
‘“‘The Leaf Renaissance Base’’ 





SPECIAL FEATURES OF GREAT INTEREST: 


1. Cast of solid bronze in artistic leaf design. Statuary bronze 
finish or hammered silver finish with black relief. Other 
finishes on request. 


2. Permanency—will stand unlimited use. 


3. Attractive appearance—beyond anything heretofore produced 
in the display fixture industry. 


4. Three sizes, 5, 8 and 11-inch bases. 


5. Can be used with costume and waist forms, tee, waist, dress 
and hat stands. 


Samples of these forms and bases 
sent upon request subject to 
your approval. 


Exclusive use in your City if 
order is large enough. Special 
discounts for quantities. 


DAVID SOBEL’S SONS 


145 Grand Street New York City 





Base shown with 
blouse form. 


Form and base 


Established over 25 years. complete, $12.50. 















































TYPE D ON STAND 
AND SUSPENDED 





















SUN-RAY SPOT-LIGHTS and 
LIGHTING EQUIPMENTS 














BUY MAKING SPOT- 
SPOT-LIGHTS LIGHTS AND 
AND. EFFECTS EFFECTS FOR 4 
AT THEATRICAL 20 YEARS’ FOR 
PRICES THE THEATRICAL 
anes TRADE. 
INQUIRE i 21, 
ABOUT 
OUR ORIGINATOR 
RENTAL OF SPOT-LIGHTS 
PROPOSITION AND COLOR 
cnt EFFECTS FOR 
LIBERAL THE SHOW 
DISCOUNTS. TO WINDOW, Sia 
DISPLAYMEN DISPLAYS, ETC. 





TYPE E ON STAND 
AND SUSPENDED 





Spot-lights which are now entering the field for show- 
window and display illuminations are simply a copy 
of theatrical stage spot-lights, and which we have 
been making for the past twenty years. 


Send for Descriptive Circular and Sample Colored 
Gelatin Book. 


FREDERICK A. BOHLING 
556 Eleventh Ave., at 42nd ‘St., New York City 
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you toward the acquirement of ability, opportunity, and 
salesmanship. 

“Gentlemen, suppose your employer suddenly called you 
into his office and said, “Jones, hereafter you are to fix 
your own salary. Go to the cashier each week, write out 
a slip for the amount you feel is fair and reasonable for the 
work you have done, for the results you have accomplished 
for this store. But make it just; make it right; see that 
we get value for what you take every week.” 

“How many of you would give yourselves a raise right 
off the bat? You would want a couple of weeks at the 
old figure while you were getting yourself and your plans 
organized to show better results before you would take 
the raise. Moreover, you would sit up nights figuring out 
new ways and means to make your windows do more for 
the store—more business, more sales. You would be a 
harder taskmaster for yourself than anyone else may have 
ever been. You would think straight; you would talk 
straight; you would act straight—straight to what? 

“To sales! 

“And when you walked up to the window Saturday 
night you would have done some more straight thinking 
before you went there. You would have been careful to 
see that your charges were just and right and reasonably 
consistent with the results your work had brought—sales 
results! You would occasionally slip off a few dollars 
here and there to make the measure full. You would be 
inclined to give more than you take. It has been that 
way with me, and I know whereof I speak. 

“Now when you go back to you jobs that have not 
been paying you enough, that have been lacking in appre- 
ciation of your value, imagine that this thing has happened 
to you. Go to work as if it were real; think as if it were 
real; act as if it were real! Take an interest in the sales 
possibilities, and also in the daily sales results; ask ques- 
tions and get information from any source that will give 
you light toward planning displays that will sell more. 

“In two weeks you will have attracted attention enough 
to arounse general, curious comment on the change in 
your attitude. If the boss implies wonder or is frankly 
curious, tell him what you heard at the convention, and 
that you are trying to make a real condition from an 
imaginery idea. 

“If you will do that, I'll bet you my expenses to the 
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convention against yours that he will join in the plan and 
make it real. There’s lots of room for $5,000 and $6,000 
displaymen. There are lots of men of $5,000 ability holding 
jobs worth $7,000 and getting $3,600. Why? They aren’ 
salesmen! 

“One of the reasons why window displaymen have 
not gotten the admitted possible value out of their work is 
entirely within themselves. They have not lived or worked 
(or both) up to their possibilities. The merchants are not 
to blame—entirely. Displaymen have not, or do not ac- 
tually know what their relative value to the store sales is. 
If they did realize this, assuming that they have accom- 
plished a merited value, they would know it and would, or 
could, convince the merchant, if not actually prove it to 
him. And if you can prove, or even convince a merchant 
that your claim is a fact, that your increased salary will 
be an investment instead of an expense—why, God bless 
your soul, you couldn’t keep him from giving it to you! 

“You know yourself that they (the merchants) run 
after anything that will pay a profit. It is the basic instinct, 
their characteristic weak spot, as well as their strong point. 
Touch that instinct with real ability to produce, penetrate 


that weak spot with convincing facts and watch you stock 


go up.” 
Tuesday Afternoon Session 

The third session was opened with a competitive dem- 
onstration featuring the displaying of men’s shoes. Ray 
Young, display manager for Harry Katz, Inc., Oklahoma 
City, Okla., and C. W. Marks, Higbee Co., Cleveland, were 
the entrants. Mr. Young was awarded first prize in this 
event. ‘ 

The delegates were then held at close attention while 
Walter Sturrock, of The National Lamp Works, Cleveland, 
delivered a most interesting talk on “System in Show 
Window Lighting.” Mr. Sturrock was well supplied with 
statistical and test data and most convincingly narrated 
the prominence that good illumination may by the busi- 
ness of making sales. His address in part fo.uows: 

“Statistics show that on a busy street of a city having 
a population of 250,000 there are on an average of 3,500 
persons per hour passing a store front. In order that 2 
show window will compel these passersby to.stop and look 
at the display it is not only necessary to have the display 
well arranged, but it also must be well lighted. In fact, 


Photograph Showing Part of the One Thousand Displaymen and M. anufacturers in Am wenty-s 
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investigations during the past year in some of our cities 
have shown that the higher the level of illumination on the 
merchandise in the show window the greater the per- 
centage of passersby who will stop to look at the display. 

“The results from more than 100 check tests made on 
the windows of four different stores in two different cities 
showed that when the illumination at night was increased 
from 15 foot-candles to 100 foot-candles that there was 
an average of 73 per cent more people who stopped to 
look at.the display. Of this total increase 33 per cent was 
obtained when the illumination was increased from 15 to 
40 foot-candles. 

“Illumination of the order of 15 foot-candles would 
be sufficient for a well-lighted store interior, but for show 
window lighting it has a comparatively low drawing power. 
Levels of illumination of the order of from 75 to 100 foot- 
landles or, perhaps, higher are, therefore, very desirable 
for show windows in order that they may attract the 
greater percentage of the passersby and hence be of greater 
advertising value. 


Color Increases Drawing Power 


“The drawing power of a display window may also be 
enhanced by use of color lighting effects. This was proven 
by an investigation made on windows which were already 
well lighted. In these well-lighted windows. the lighting 
units were simply equipped with color screens and then a 
spot light installed to illuminate a central object. The 
results showed that. the displays then attracted an average 
of 40 per cent more of the passerbys than were attracted 
when the color screens were not used. 

“Display windows are used during the daytime when 
there is considerable daylight. On a bright day many ob- 
jects are very brightly lighted by the sun and when these 
bright objects are in front of the display window their 
reflections from the plate glass interfere with the attrac- 
tiveness of the display. In fact, in some windows these 
reflections are so prominent that it is impossible to see the 
display. It has, however, been found that if lighted to a 
high level of illumination the principal displays in a window 
could be made to dominate these daylight reflections from 
the show window glass. The result was obtained when 
about a year ago high intensity spot lights were installed 
in one of the Linder Company’s show windows in Cleve- 
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‘and. This show window, which is twenty feet long and 
about ten feet deep is regularly trimmed, having three dis- 
play models. Six high wattage projector units, each 
having a beam of light of approximately 25,000 candle- 
power, were installed in the window; the light from two of 
these projector units was directed toward each model, pro- 
ducing an illumination of approximately 2,000 foot-candles. 
Daylight reflections from the plate glass then appeared 
to be the background for the figures which themselves 
stood out clearly and sharply. 

“That the lighting had accomplished the desired results 
was evidenced by a check on the number of persons who 
stopped to look at the display with the lights on and the 
lights off. In a total of two hours 174 persons stopped 
when the lights were not burning and in an equal time 259 
persons, or 50 per cent more, stopped when the display 
was illuminated. This, in spite of the fact that there 
were actua!ly less people on the street during the period 
that the lights were on. 

“Although this investigation was made for the purpese 
of overcoming the daylight reflections which had been a 
serious annoyance to the management of the Lindner Com- 
pany, it appears that the increased attracting power of a 
display lighted to a high level of illumination is leading 
to the installation of high power floodlights for daytime 
use even where daylight reflections are not a _ serious 
problem. 

“The fact that higher levels of illumination in show 
windows have an added drawing power over lower levels 
has long been believed by many store managers. However, 
it has not previously been known to what extent this 
drawing power actually depends upon the illumination, and 
hence there has been no means of determining whether 
or not a commercial establishment gets a maximum return 
from its show windows. Higher levels of illumination cost 
more and in order to justify their use they must increase 
the value of the display area. 

“In considering the value of higher levels of illumina- 
tion for display areas, we must not forget the sales room 
or a store which is really a display room. An investigation 
has just been completed in Chicago to determine the bene- 
fit of good illumination in a store. This investigation was 
conducted in a dry goods store by using levels of illumina- 
tion of 15 and 5 foot-candles. 
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First Prize Display in Competitive Class 2. By J. H. Everetts, S. C. Cullen Co., Ottumwa, Iowa 


“On the other hand, 15 foot-candles, as used for the 
high illumination, is of the order used in many stores 
having well engineered lighting installations. These illu- 
minations, therefore, are within the range actually being 
used in our stores today. For the investigation the lighting 
was alternated so that 5 foot-candles were used one day 
and 15 foot-candles the following day. The daily alter- 
nation of lighting levels was continued for a period of sev- 
eral weeks during which time a careful record was kept 
of the number of people entering the store each day. From 
the office records the total number of purchasers and the 
total sales for each day were obtained. Hence, it was pos- 
sible to determine the percentage of persons entering the 
store who were actual purchasers and also to obtain the 
average sales per customer. The results of the investiga- 
tion showed a 29 per cent increase in sales per customer 
on the days when the higher illumination was used. It 
also showed that nearly 12 per cent more of the persons 
entering the store were actual buyers. 

“From these tests it may therefore be stated: 

“(1) That a higher level of illumination in the display 
window is a very effective advertisement for the store. 

“(2) That better lighting in the sales room not only 
increases the sales made to each customer, but also in- 
creases the number of customers. 

“Better lighting therefore plays a very important part in 
any display and without proper lighting the effectiveness 
of a display is greatly reduced.” 


C. L. Gehring Wins Silk Drape Contest 


Following Mr. Sturrock’s address another competitive 
demonstration in draping with silks was presented with 
first place going to Claude J. Gehring, display manager 
for The Rike-Kumler Co., Dayton, Ohio. Second ‘prize 
was awarded to O. A. Luke, of The Higbee Co., Cleveland, 
and the third award went to M. L. Hoffstadt, The Peoples 
Store, Charleston,.W. Va. 

Claude J. Potter, past president of the I. A. D. M., was 
then introduced, and read an address written by a Mr. 
Lewis, of the Rhodes-Mills Company, Richmond, Va., 


in which Mr. Lewis brought out many valuable points 
and essentials in the display manager’s work of the present 
day. He said that the displayman must play on the emo- 
tions and create the appetite of possession by the incor- 
poration into his display notes that which will arouse the 
desire to own. “The more definitely,” wrote Mr. Lewis, “he 
can emphasize this note and the more general it is in its 
nature, the more ground will the display manager plow, 
and the larger harvest he will reap in direct sales and in 
the accumulation of good will.” 


Competitive Demonstrations Feature 


A competitive demonstration in displaying full-dress 
suits followed with first honors taken by Clement Kieffer, 
Jr., The Kleinhans Co., Buffalo. M. Wolfson, Baer Bros. 
& Prodie, Chicago, was awarded second place. 

I. G. Goldsmith, general manager, Strauss-Hirshberg 
Co., Youngstown, O., followed on the program, and his 
powerful address on the position of the displayman in 
the store organization proved one of the features of a 
program of unusual merit. Mr. Goldsmith’s appreciation 
of display value and the importance of the display manager 
is printed on other pages of this issue. 

Live model draping then occupied the attention of the 
delegates with three entrants in the competitive test. First 
prize was awarded to Ellsworth H. Bates, C. W. Klemm, 
Inc., Bloomington, Ill, and second and third prizes to 
L. L. Wilkins, Jr.. Kerr Dry Goods Co., Oklahoma City, 
Okla., and Earl C. Sterling, Paul Davis Co., Waterloo, Ia., 
respectively. . 

E. W. Samsel, display manager for M. L. Parker Co.. 
Davenport, Ia., then explained the system of display de- 
partment functioning in the Parker store. 

A novel competitive demonstration was then announced 
with the following entrants: Claude Clary, La Sa'le & 
Koch, Toledo, Ohio, handkerchiefs; H. W. Linz, Louis 
Traxler Co., Dayton, Ohio, novelty silks, and J. N. Donahue, 
The Fair Store, Cincinnati, Ohio, millinery. The judges 
awarded first prize in this competition to Mr. Clary, second 
prize to Mr. Donahue, and third to Mr. Linz. 
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WE HAVE MOVED TO THE 
PENT HOUSE ON THE ROOF 
OF THE TERRY & TENCH 
BLDG., 135-141 MADISON AVE., 
COR. 3lst ST., NEW YORK CITY 










C. E. STEVENS & COMPANY 


MAKERS OF FINE WAX FIGURES 
TELEPHONE MADISON SQUARE 3464 




















THE FASHION FLOODLITE 
WITH CENTER SPOTLITE BEAM 


Will flood your window with colored or white light, and at the same 
time concentrate a spot of light on any article you may want to bring 
into prominence. 





Made of aluminum (non-breakable)—Inside highly polished—Outside japanned. 
Complete with color-frame—Five sheets assorted color gelatine—Five feet of 


The Correct Light for cord and plug. 
| All Display Purposes A PRODUCT OF 
WRITE FOR LITERATURE THE FASHION FLOODLITE CO.,, Inc. 


AND PRICES 119 LAFAYETTE STREET NEW YORK 































YOUR WINDOW IS YOUR STAGE 


_ THE AUDIENCE IN FRONT OF YOUR 
WINDOW WILL BE LARGER WHEN Wm 
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YOU USE dx@aeue% COLOR LIGHTING 
| EFFECTS... Spot Lights, Flood Lights and Reflectors. 
Wall Bracket Reflector. ' CATALOGUE FURNISHED ON REQUEST 


- Universal Electric Stage Lighting: Co., Inc., 321 West 50th Street, New York, N. Y. | 
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First Prise, Competitive Class 3. 


Invitations were then extended by various cities in- 
terested in entertaining the displaymen delegates in 1924. 
V. P. Belanca, represented the Buffalo Association of Dis- 
play Men, and was seconded in his invitation to make 
Buffalo the next convention city by Mr. Thomas, manager 
of the Convention Board of the Buffalo Chamber oi 
Commerce. 

Invitations were also received from Kansas City, Mo., 
Los Angeles, San Francisco, Detroit, Toronto, New York, 
Atlantic City, Philadelphia and Milwaukee. 

The third session was then declared adjourned. 


L. C. Barbour Addresses Meeting 


L. C. Barbour, W. H. Quinby Company, Cleveland, 
opened the Wednesday morning session with an address 
on the importance of display value and the necessity of 
co-operation in the well-regulated store. Mr. Barbour, 
himself a merchant of long experience, brought forth 
hearty applause when he stated that he considered a well- 
conceived and executed window display of more real value 
than three full pages of newspaper space. The speaker 
advocated liberal appropriation for the functioning of the 
display department and urged display manager authority 
in his own department. 

“T find,’ said Mr. Barbour, “that some merchants are 
charging the department so much a day for the window 
space utilized by the department. As a merchant, I take 
acception to that policy since it has a decided tendency 
to create antagonism between the display manager and 
the buyer of the department.” 

Refering to expenditures for display essentials and em- 
bellishments, Mr. Barbour said: “I don’t know of a 
merchant anywhere that will not furnish the expenses when 
returns in dollars wiil follow an investment of cents.” He 
concluded his interesting address with the advice that dis- 
playmen should strive to improve themselves, their ability, 
and urged close co-operation with all department heads. 
At the conclusion of Mr. Barbour’s talk the delegates arose 
and enthusiastically applauded. 

A competitive demonstration in dress goods display 
followed the address. First prize was won by William A. 


By Ray A. Young, Harry Kats. Inc., Oklahoma City, Okla. 


McCormick, display manager, The Boston Store, Chicago; 
second prize, H. L. Webster, display manager, Loken 
Bros., Inc., Madison, Wis.; third prize, Carl H. Shanks, 
display manager, William R. Zollinger & Co., Canton, O. 


Department System Explained by E. D. Pierce 


E. Dudley Pierce, display manager for Sibley, Lindsay 
& Curr, Rochester, N. Y., and a past president of the 
I. A. D. M., then explained the functioning of his depart- 
ment, considered one of the most efficient in the country. 
Large charts were used by the Rochester display manager, 
and many valuable points were gained by visiting dis- 
playmen. 

Shirts and neckwear were then displayed in competition 
with the following principals: A. A. Hansen, F. G. Clayton 
Co., Detroit; Clement Kieffer, Jr. The Kleinhans Co., Buf: 
falo, and H. W. Linz, Louis Traxler Co., Dayton, Ohio. 
This demonstration, one of the best on a lengthy and ex- 
cellent program, created unusual interest, and after dili- 
gent examination the judges awarded first place to Mr. 
Hansen. Mr. Kieffer took second honors, while Mr. Linz 
got the show money. 

Benjamin H. Meyers, The Haberdasher, Chicago, was 
next introduced and spoke on display and displaymen as 
observed from the outside of the glass. 

At the conclusion of Mr. Meyers’ address, President 
Teal adjourned the fourth session. 


The Display World Trophy 


When the fifth session was called to order on Wednes- 
day afternoon, June 20, the convention hall was crowded, 
anxiously awaiting the presentation of club claims in The 
DISPLAY WORLD Contest. The most beautiful and 
costly silver cup every awarded in the display field was 
the prize offered by The DISPLAY WORLD to the affili- 
ated displaymen’s club accomplishing most during the 
past year in the advancement and practice of mercantile 
display art. 

Five clubs entered the competition, namely: The Met- 
ropolitan Displaymen’s Club, The Detroit Association of 
Display Men, Bloomington (Ill.) Display Men’s Club, Buf- 
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Make Your Own Sho-Cards 


Any clerk can make your own Showcards, Streamers, Price 
hinaioe etc., with the “STENCILOR,” quicker, neater 
and accurate. Chain stores and store- keepers in 
every line of business declare it indispensable. 






Samples of “Stencilor” made cards yours for the asking 


Display Material Company 


191 PEARL STREET, NEW YORK, N. Y. 
(Between Maiden Lane and Cedar Street) 





“STENCILOR”’ 































N 
N 
N 
N 
N 
N 
N 
N 
N 
\ 
N 
N 
\ 
N 


(cnn mma me 











\VAILLLLLLLLLLLLLLLLLLLLLLLLLLLDLLLLLLLLLLLLLLLLLLL LLL LLULLLLLLLLLLLLDLLLLLLUDDDDLLL LEED 





LLL AAA LLLL LLL LLL 





Advertise 
Right 


sae Attractive Signs, Show Cards, Posters and Window Back- 
| grounds, Like a Magnet, Attract the Eye and Draw Trade 


USE Models “D” or “H”—Most Popular 
WRITE FOR CATALOG 








The Kind that Pays— 
“Done with a Paasche.” 


Make every sign, pos- 
ter, show card you turn 
out 


Forceful, Attractive Se A 
Artistic oo ea Made in all sizes 


PAASCHE FAMOUS 3-IN-1 AIR BRUSHES 
repay you through DURABILITY, SPEED, EFFICIENCY and by the help they give 
you in doing your work BETTER 


PAASCHE AIRBRUSHES WHENEVER, WHEREVER USED IN CONNECTION 
WITH ALL DISPLAY MATTER ARE ALWAYS IN THE FRONT ROW 


1902 Diversey Parkway Agpudhe Kr Kade Gg. CHICAGO, ILLINOIS 


KLM LLAMA LLL LALLA LLL LLL LLL 


RICH WITH 
OPPORTUNITIES 
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SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 
blank, write a separate letter. If we do not have the information you want on file, we’ll find out 
for you. Avail yourself of our incomparable service facilities without cost or obligation. 


0) Air Brushes C) Decorative Papers OC Plastic and Composi- [1 Signs—Wood Letter 
O) Artificial Flowers (J Display Forms tion Pieces 0) Stencil Outfits 

T) Backgrounds C) Dividers—Show (1) Plushes and Velours C) Store Fronts 

() Background Coverings Window _] Price Cards and Tickets (] Time Switches 

() Books on Cardwriting [1 Drawing Boards C) Price Ticket Holders (] Valances 

(0 Books on Draping (] Fabrics and Trimmings () Reflectors [) Wall Board 

(J Brushes and Pens (] Fixtures [] Screens (Background) {] Wax Forms and Figures 
[] Cabinets—Revolving [1] Flags and Banners (1) Show Card Schools [1] Window Drapes 

C) Card & Mat Board C1) Hammers—Window C) Show Cases [) Window Lighting 
() Card Writers’ Materials (J Lightingand'Equipment [LJ Show Case Lighting (] Window Shades 

() Chairs and Seats C) Papier Mache (1) Signs—Brass and [] Window Trimming 
C) Color Lighting Specialties Bronze Schools 

(1 Counters and Shelving () Plaques (Window) O) Signs—Electric 1) Wood Carvings 


() DO YOU WISH A COPY OF THEIR CATALOG? 
L} DO YOU PLAN TO REMODEL YOUR STORE SOON? {|} DO YOU PLAN TO BUILD A STORE SOON? 
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L.A.FELDMAN 


Fixture Co., Inc. 
32 West 32nd St., New York 
Everything in Display Fixtures 


_ (Our New 
Fall Model :;° 
Forms 


Are Now 
Ready 


—_———— 


Up-to-the- 
Minute 
in Shape 


Quality in 
Keeping With 
Our Usual 
High Standard 





COSTUME FORM 


We Specialize 
in High Class 
Wood Fixtures 


Our Wood 
Fixtures will 
not Crack or 
Blister from 

the Sun or Heat 





WAIST FORM 


Write for Catalog of 
FELDMAN’S Humanized Wax Figures 

















falo Association of Display Men, and The Oklahoma City 
Display Men’s Club. J. H. Richter, president of the De- 
troit club, and display manager for Ernst Kern Co., pre- 
sented the claims of Detroit. Edward O’Dea, McCarthy 
Bros. & Ford, Buffalo, represented the Bison City Asso- 
ciation, while William Tishman, Hahne & Co., Newark, 
N. J., Ellsworth H. Bates, and Mr. Sublet spoke for New 
York, Bloomington, and Oklahoma City, respectively. 
As announced elsewhere in this issue, after much delib- 
eration the judging board awarded the handsome trophy 
to the Detroit Association of Display Men. The judges 
were: Charles W. Morton, display manager, Weinstock- 
Lubin Co., Sacramento, Cal.; J. Duncan Williams, Williams. 
Display Advertising Service, Chicago, and William A. Mc- 
Cormick, display manager, The Boston Store, Chicago. 


Frankenthal’s Incomparable Demonstration 


Herman Frankenthal, display manager for B. Altman 
& Co., New York City, then presented what old timers 
agree as the most beautiful series of live model draping 
examples ever exhibited before I. A. D. M. convention 
delegates. This master display artist used exquisite mater- 
ials and in less time than it takes to tell it, fashioned these 
uncut pieces into gowns and wraps of indescribable effec- 
tiveness and beauty. 


Store and Window Illumination 


Frank T. Groome, Holophane Company, New York, fol- 
lowed Mr. Frankenthal on the program. Having thrown 
various colors screens on the Frankenthal models, Mr. 
Groome introduced Mr. Logan, of the Holophane Co., who 
read a paper on lighting and color application in the show 
window. 

In part Mr. Logan’s discussion follows: 


“A charming display can be created in two ways. One is 
that of the painter and the other that of the decorator. The 
painter tries to produce more or less perfect representations 
of natural objects in harmonies of color and form. He places 
a natural background toa fur display. He surrounds the furs 
with a scene descriptive of the environment of the animals 
from which they were taken. The cold blue light of the north 
is thrown all over. It is made as realistic as possible. Or he 
displays the furs on wax models as they should be worn, with 
appropriate seasonal surroundings—the winter sleigh, the 
snow-covered ground, the bare limbs of trees, anything and 
everything that will make it seem a scene from life. 


“The decorator, on the other hand, would rather beautify 
a surface by the use of color than give a representation of the 
facts of nature. He is frankly satisfied with the brilliant sur- 
face. He avoids accurate portrayals of natural objects. Con- 
ventional substitutes take their place. The decorator places 
his furs on conventional stands or furniture, trusting to his 
interestingly colorful arrangement and brilliantly varied back- 
ground to attract the spectator. 

“When colored lighting is used, not for its own sake, but 
to beautify the display, it is called “decorative. lighting.” As 
with signal lighting, it is a heading in which there are 
several kinds of “decorative lighting.” 

“One kind is called ‘display lighting.’ We are using it 
when the color tones of the display and the illumination har- 
monize. This method emhasizes the beauties of the display 
and subdues its disagreeable features. In elementary form 
display lighting is the use of a solid color throughout the win- 
dow of a hue similar to the chief color tone of the display. 
An example would be where the display was a study in related 
tones of yellow and the light was also yellow. 

“Tf the color of the lighting depen'ds upon the character, not 
the color, of the display, we have ‘atmospheric lighting,’ which 
is another variety of “decorative lighting.” There are two 
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is the decorator’s method. The purpose of the first is realism; 
df the second, sensation. 

“Any variety of any of the lighting methods becomes an 
example of “spectacular lighting” unider certain conditions. 
But there is a method of lighting that nearly always produces 
startling and sensational effects. If two or more lights of 
different colors are thrown on an object from different direc- 
tions the result is striking. If they are also made to move, 
extremely fantastic effects can be obtained and fixed parts of 
the display made to appear animated. 


“Now that we understand the different ways of using col- 
ored light in show win'dows, we must inquire how to choose 
the color of light to suit the display, how to mix colored lights 
to get the color we want, how to determine the distortion effect 
of colored light on differently colored goods; in short, how to 
light displays so that there inherent color relations shall have 
the power of attraction through their beauty and appeal. 
















“These rules are a rough general guide: 

“1. Analyze the display. Determine the dominant color. 
Use light of the same color, as nearly as possible. 

“2. In all cases of dark-colored goods it will be found 
best to dilute colored light with a little white light. 

“3. Where there is no dominant hue and the color 
grouping of the display is irregular, the light used should 
be determined after a study of its distortion effects on the 
display. The color that will distort the least is usually 
preferable. _ 

“4, Where there is no dominant hue but several colors 
in the display, and objects of similar color are grouped 
together, each group should be bathed in a tint of its own 
color (as far as possible). 

“5. Backgrounds should be of light neutral tone with 
matt finish. Such backgrounds give the greatest flexibility 
in trimming and lighting windows. 

“ Colored light falling on colored objects changes their 
appearance. A dress that appears a delicate green under 
white light will seem a dull slate under red light. The 
display artist should know what these distortion effects 
are so that he may avoid them, or use them skillfully to 
increase the beauty and attractions of his windows. 

“Colored light is used in display work largely for its 
appeal and expressiveness. We must treat it as an ex- 
pressive medium. Psychological facts enter largely. Color 
effects our feelings as music does, and a successful display 
artist must be able to sense its symbolic language. 


“Pure colors are for the more spectacular effects. Use 
them with restraint. Tints, made by adding clear light 
to pure will be your usual medium. ‘Block’ lighting can 
be made very attractive when it is used with judgment, 
such as in flooding an appropriate window with some 
moderate tint, as amber, orange or rose. 

“A combination of such block lighting with a spot- 
lighted feature gives the alluring effect of a fog of color 
surrounding the point of interest, or an enveloping colored 
shadow. 

“An interesting result is obtained when the color 
screens are concentrated near the ends of the windows. 
With clear light in the center there is a grading off to the 
dimmer but deeper hues. As given in Rule 1, earlier, when 
a single color or tint is to be used in a window it should 
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kinds. One, the “painter’s method,” is used in lighting displays 
taken from some scene of natural or artificial life. The fur 
display, with its realistic tableau in the cold light of the frozen 


“But take the case of the dealer'in statuary and bric-a-brac. 
He decides to feature a Chinese jade vase. He puts a ‘dragon’ 
drop around the winidow, suitably places the vases, throws a 
flood of green light over all and picks out the vase with an 
intense white beam. That is also “atmospheric lighting.” It 








Displaymen, 
Sign Writers and Retail 
Salesmen Wanted 


The J. C. Penney Company—a nation-wide insti- 
tution—needs capable salesmen. We offer to dis- 
playmen and sign writers between the ages of 
twenty-five and thirty-five years an opportunity to 
become salesmen, with the ultimate object of becom- 
ing managers of our retail stores. 


Our company, which started in 1902 with one store, 
now operates 371 retail stores in 29 states. We sell 
dry goods, shoes, notions, clothing and furnishings 
for men, women and children. We do a strictly cash 
business. Our sales in 1922 were $49,035,729. We 
opened 115 stores in 1920, 59 stores in 1922, and will 
open 104 stores this Summer and Fall, making a total 
of 475 stores in 33 states in operation this year. 


By industry, study and determination your prog- 
ress will be rapid in our organization. Under our 
experienced managers you are trained to become 
a manager. When you have qualified 


You are Promoted 
to be 


Manager of a Store 


in which you own a one-third interest, to be paid 
for out of the profits of the business. 


Experience has taught us that some of the great- 
est successes come from the ranks of average men. 
What we need are young, healthy and capable sales- 
men who have had thorough experience in a small 
or medium-size department store, or are experienced 
in general store work in special lines. The invest- 
ment of money is not necessary for your success 
with us. The financial backing of our company is 
ample. Briefly, this is our proposition—tested and 
proven over a period of 21 years: 


You come to us first as a salesman in one 
of our stores. During the period of proving 
your ability you learn the greater possibilities 
of co-operative effort. Your progress depends 
upon your ability and effort. As our new 
stores are opened, managers are selected from 
our sales force. 


When you make a success of the manage- 
qent, you are sold a one-third interest in a 
new store and become its manager. You may 
afterward acquire a partnership in other 
stores which are the outgrowth of the one in 
which you first received a financial interest. 
If you do not possess the capital to purchase 
a one-third interest in a new store, the money 
is loaned you by the J. C. Penney Company, 
and you repay it from subsequent profits 
of the store. 


Write today for our booklet, “Your Opportunity,” 
which fully explains our plan. Give your age and 
number of years’ experience in our lines of merchan- 
dise in your first letter. We may arrange for a per- 
sonal interview later. All correspondence strictly 
confidential. 


Address your letter to 


J. C. PENNEY COMPANY, Inc. 


Wm. M. Bushnell, Manager of Employment, 
Star Building, St. Louis, Mo. 
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THE DISPLAY WORLD 


be selected to harmonize with the dominant color of the 
exhibit. For example, blues, greens or greys appear favor- 
ably under blue or green light, but not under red, yellow 
or orange light. This chart shows the relative order of 
effectiveness of objects on display under different colors. 


“For displays, such as clothing, in which exact appear- 
ance and color are necessary, it is best to use tints of sim- 
ilar color. The color in the light will deepen the natural 
color of the object and bring out hidden beauties, while 
the white light in the tint will furnish the necessary 
contrast. 

“Where color is to be used in producing an intrigueing 
atmosphere about the display, to arouse desire, force emo- 
tional attention, or create spontaneous interest—in short, 
where it is to be used as a sales stimulant—it becomes 
necessary to know its effect.on people. Scenic artists have 
developed this psychological use of color to a high degree. 
They know how to make the atmosphere throb with the 
menace of flaming red; how to make the opium den 
gruesome with shivery, fantastic green; how to paint the 
stark dreariness of winter night with blue.” 


W. Guy Warner Wins Novelty Display Contest 


Another competitive demonstration was then announced 
at the completion of which the judges awarded first prize, 
a silver loving cup, to W. Guy Warner, display manager 
for Friedberg’s, Detroit. Mr. Warner presented as his sub- 
ject, novelty draping, illustrated on another page of this 
report. Second prize in this competition was won by 
Clement. Kieffer, Jr., and third place was awarded to W. W. 
Yeager, display manager for Wolf-Greisheim Co., Bloom- 
ington, Ill. 


J. L. Cameron Tells How Displays Talk 


Jack L. Cameron, display manager for Harris-Emery 
Co., Des Moines, Ia., was next on the program, and in his 
characteristic manner addressed the meeting, taking for his 
subject, “Do They Talk?” Mr. Cameron said that the 
census of the retail clothiers of the United States shows 
that 58 per cent of the business in that field is done through 
the display window. 

“Tie up ads.and the windows,” said Mr. Cameron, 
“They will not only build sales, but increase the store 
prestige in the community it serves.” 

“There should be in a show window a spirit of arrange- 
ment known as style. The attractive style of a displayman 
is an asset that no one can take away from him. Follow 
this trend and it will lend enchantment to the display. Per- 
sonally, I enjoy seeing display windows. They show the 
progress of the man behind them. If there is a man in 
your town who wants to race with you—race with him. 
All the world loves a good sport. A race improves you 
or shows you up. Competition is the key-note of business. 
3e wide awake and wide awake to take and make the most 
of an opportunity, and then slow to act, and quick to 
reason. 

“Stamp foremost upon your mind the word “truth.” It 
must be in your windows. See that the public is not 
misled. Be the censors of your merchandise. It is like 
the pot of gold at the end of the rainbow to see the truth 
expressed in your windows.” 

Following Mr. Cameron’s peppy address, John J. Cronin, 
display manager for L. Bamberger’s, Newark, N. J., and 
President of the Metropolitan Display Men’s Club, was 
introduced. Mr. Cronin took advantage: of the oppor- 
tunity to drive home several important essentials in the 
display profession and most interestingly pictured the 
luture of the displayman who has the energy and the will 
to advance—and uses them. — 
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Se 5 CENERAL STORE 
Winpow Dispray Frxrunes 


From a rental value standpoint, your 
windows are worth ten to twelve times 
more than other similar area in your 
store. Your net profit at the end of 
the year is influenced in a large degree 
by the effectiveness of your WINDOW 
DISPLAY. Our 





A Complete Set of 16 ay 

GENERAL Store Winpow 

DISPLAY FIXTURES for ¢ ce 
«&N GOLDEN OAK FINISH nr 


This set of fixtures will enable 
you to do full justice to this im- 
portant phase of your business. 
They will pay for themselves al- 
most immediately through the in- 
creased sales they make possible. 


This set has suitable fixtures for 
displaying Dry Goods, Clothing, 
Furnishings, Shoes and Hats. A 
very complete all-around set with 
interchangeable features. 


Set No. 3—PRICE, Complete Set 


$35.00 


F. O. B. Factory 
Shipment can be made immediately 


9143 W. Fourth St., CINCINNATI, O. 
Thru Your Jobber or Direct 

















VALANCES 





OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 


FINDLAY, OHIO 
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First Prize, Competitive Class 5. 


“The displayman,” said Mr. Cronin,” can rise to almost 
any position in the retail world, but before he graduates 
to something higher, he must necessarily become a good 
displayman.” 

The speaker urged an analysis of the individual and his 
department, suggesting that each man know thoroughly 
his strength and weaknesses; that he be able to compe- 
tently direct his department and maintain the enthusiastic 
co-operation of those under his supervision. 

“Don’t be afraid to encourage you assistants,” said this 
leader of the profession. “Encourage them to do all they 


By Clement Kieffer, Jr.. The Kleinhans Co., Buffalo, N. Y. 


can to develop, and take pride rather than offense: in their 
ability to sometimes do the task better than you could have 
done it. Efficiency in your department and ability in your 
assistants indicate to the employer that you are a manager.” 


A L. Meadows Wins Men’s Hat Demonstration Prise 


A competitive demonstration in displaying men’s hats 
was then in order. After a nip and tuck contest the judges 
proclaimed the display by A. L. Meadows worthy of the 
first prize. Mr. Meadows is display manager for Washer 
Bros., Fort Worth, Texas. Second prize went to Clement 


First Prize, Competitive Class 7. By Claude Clary, La Salle & Koch, Toledo, Ohio 
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HELP WANTED 
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Salesmen Wanted 


The House that Made a 
Hit at the Cleveland Con- 
vention has several open- 
ings for Real salesmen of 
Artificial Flowers, Back- 
grounds and Novelties. 


State territory covered, 
giving full details as to 
volume and personal ref- 
erences. Strictly confi- 
dential. Address 


M. S. GOLDMAN, 
care The McCallum Co. 
133 Seventh St., Pittsburg, Pa. 


Salesman Wanted 

Experienced to call on 
department stores, etc., 
selling Decoratives. State 
Territory and Experience. 


Address L. H. 
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Window Trimmers, Displaymen — Paint 
your own Scenic Background and Artistic 
Accessories. We teach you how by Mail. 
Uur Exclusive Correspondence Courses in 
Theatrical Scene Painting and Pictorial 
Arts are practical and inexpensive. We 
also sell Imported Theatrical Scenery 
Models; they are wonderful. Send stamps 
for Tilustrated Literature and Price Lists. 
Enkeboll Art Institute, Omaha, Neb. 


We Manufacture 


Wood Turnings and Wooden Ware 


.| Specialties, Floor and Table Lamps, 


Pedestals, Special Display Fixtures, 
etc. 

Send Us Your Inquires, Large or 

Small Quantities. Prices Reason- 

able to Responsible People. Let 

Us Work Out Your Ideas for You. 


WOOD SPECIALTY CO. 
COLLINS, OHIO 




















WANT TO BUY 





BEARD SYSTEM, 
Broughton, III. 
Specialist in high-grade Show Cards— 
single or in quantities. Mail orders a spe- 
cialty. Write for prices. 
W. F. BEARD 








WANTED 


Salesmen to handle Ex- 
clusive Line of Imported 
Fancy Display Panels in 
roll form. First time 
shown in U.S. A. Liberal 
commissions. Address 


M. D. S. 
67 Wade Ave., Buffalo, N. Y. 











WANTED 


Mechanical piece to 
use in next Christmas’ 


Toy Window. 
Address 


Display Department 
L. S. AYERS & CO. 


Indianapolis, Ind. 








FOR SALE 


Mechanical Alpine Scene 
for Christmas attraction, 
many moving objects. 
Spectacular effect, will sell 
at low price. Address 


Display Department 


L. S. AYERS & CO. 
Indianapolis, Ind. 











IF YOU SEEK A POSITION—NEED A MAN OR HAVE ANY 
USED MATERIALS OR FIXTURES TO DISPOSE OF 


Use the Opportunity Exchange 


$1.50 


PER COLUMN INCH PER INSERTION, CASH WITH COPY. 


LARGER SPACE IN PROPORTION 
GOOD RESULTS AT LOW COST 
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Fall 1923 


showing a complete line of 
Wood and Metal Display Fix- 
tures, Wax Figures and Forms, 
Valances and Velours, are now 


being distributed. 


We also wish to announce a com- 
plete line of Fixtures especially man- 
ufactured for Jewelers and Opticians. 
Folders with descriptions and illus- 
trations will be ready for distribu- 
tion about August Ist. 


D. W. Woodruff & Company 


Display Fixtures and Accessories 


(8 new General Catalogues 


860 Howard St. San Francisco, California 








“Timberlake” Colored Light Screen 


Lowest Priced Screen on the Market 





Patent Applied For. 

Colored lighting effects now possible at ate cost, by 
using “TIMBERLAKE?” Reflector Screen No. 754, as shown. 

Fits almost any shape of reflector up to ten inches diam- 
eter, and adjusts itself instantly to different sizes. 

Takes 10x10-in. square colored Gelatine slides, in red, blue, 
green and amber. Combination of these different slides will 
give a wide range of color effects. 

Supplied with or without the colored Gelatine sheets. 

Price per dozen for the Reflector Screen only, without the 
Gelatine color sheets, $6.00. 

Prices of sheets in the different colors, $1.00 per dozen 
sheets. Be sure to specify whether colored sheets are wanted 
and quantity of each color desired, a4 

These prices are strictly F.O.B. Jackson, Michigan, and 
terms are 30 days net from invoice date, 2 percent 10 days. 


J. B. Timberlake & Sons 


Dept. D, Jackson, Michigan 
SOLE MFRS. 
Manufacturers Store Display Fixtures and Wire 
Specialties 


























Kieffer, Jr., Buffalo, and third award was given to Sol 
Fisher, Fisher Display Service, Chicago. 

Another competitive test was then announced, the 
women’s ready-to-wear class, with F. G. R. Lacey, Fair- 
weather’s, Limited, Toronto, and Ray A. Young, Harry 
Katz, Inc., Oklahoma City, as principals. Mr. Lacey’s dis- 
play was declared the winner. 


New Officers Elected 


At this point ballotting for new officers began and con- 
tinued until more than four hundred delegates had cast 
ballots. The result of the voting was as follows: 

President, John J. Cronin, L. Bamberger & Co., New- 
ark, N. J. 

First Vice-President, Jack L. Cameron, Harris-Emery 
Co., Des Moines, Ia. 

Second Vice-President, H. H. Tarrasch, Stix, Baer & 
Fuller, St. Louis, Mo, 

Third Vice-President, Raymond T. Whitnah, Crosby 
Bros Co., Topeka, Kans. 

Secretary, L. A. Rogers, Chicago, III. 

Treasurer, O. E. Wheete, Halliburton-Abbott, Tulsa, 
Oklahoma. e 

Next Convention City, Buffalo. 

Following the announcement of election results ad- 
journment was taken. 


Pres. Cronin Awards Display World Cup 


The sixth session was called to order by President Teal 
at 10 o’clock,' Thursday morning, who promptly vacated 
the chair to allow Mr. John J Cronin, newly elected presi- 
dent, to present the Display World trophy to the Detroit 
Association of Display Men, whose claims presented at 
the previous session resulted in the judges decision that 
the Detroit Club had taken best advantage of its oppot- 
tunity to develop and expand the practice of display. 

Mr. Cronin commended the constructive and practical 
principles of the contest and congratulated the various affil- 
iated clubs whose interest in the display profession prompted 
their participation in such an important and _ power- 
ful competition sponsored in the interest of display profes- 
sion advancement. J. H. Richter, president of the Detroit 
Association of Display Men, accepted the beautiful trophy 
and in behalf of his Association responded to Mr. Cronin’s 
presentation speech. Mr. Richter also commended the 
character of the contest and stated that The Display 
World merits general appreciation in sponsoring such an 
influential competition. _ 

An open business session was then conducted during 
which reports of the various association committees were 
read. Newly elected officers were installed and the 26th 
Annual Convention of the I. A. D. M. was then adjourned. 








LIGNINE 


(WOOD) 
Carvings 


DEPENDABLE! UNBREAKABLE! Cheapest and 
Best Trim Made. Can be Used Over and Over Again. 
Capitals, Pilaster Capitals, Scrolls, Wreaths, Shields, Rosettes, 
Heads, and Hundreds and Hundreds of Period Carvings—such 
as Adam, Hepplewhite,: Chippendale, Louis XVI and English 
and Italian Renaissance. Will enable Display Manages to cre- 
ate Backgrounds, Screens, Show Cards and Plateaus Beautiful. 


Send for New Catalog No. 9, and Free Samples. 


Ornamental Products Co. 
West Lafayette Ave. Detroit, Mich., U. S. A. 
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° First Prize, Competitive Class 11. 


























By A. L. Meadows Washer Bros., Fort Worth. Texas 






First Prize Winners in I. A. D. M. Contest 


S in former years the association’s display contest cre- 
ated great enthusiasm and entries were received 
from hundreds of displaymen in United States, Canada and 
England. Several thousands of display photographs re- 
sulted and judges state that the quality of work submitted 
surpassed the character of previous competitions. 


Class 1—Jack Cameron, Harris‘Emery Company, Des 
Moines, Iowa. 

Class 2—Jos. Chadwick, Famous & Barr Co., St. Louis, 
Missouri. 

Class 3—Ray A. Young, Harry Katz, Inc., Oklahoma, City, 
Oklahoma. 

Class 4—E. W. Samsel, M. L. Parker, Davenport, Ia. 

Class 5—Ray A. Young, Oklahoma City, Okla. 

Class 6—R B. Strawn, Heffelman, Zellars Co., Canton, O. 

Class 7—Ray A. Young, Oklahoma City, Okla. 

Class 8—Jack Cameron, Des Moines, Ia. 

Class 9—C. F. Wendel, J. L. Hudson Co., Detroit, Mich. 

Class 10—R. B. Strawn, Canton, O. 

Class 11—Jos. Chadwick, St. Louis, Mo. 

Class 12—Jos. Chadwick, St. Louis, Mo. 

Class 13—H. A. Down, London, Eng. 

Class 14—J. E. Hopkins, G. A. Gray Co., Duluth, Minn. 


Class 15—W. Oliver Johnson, Johnston, Walker, Ltd., Ed- 
monton, Can. ' 

Class 16—I. E. Ogg, W. W. More Co., Sharon, Pa. 

Class 17—E. Dudley Pierce, Sibley, Lindsey & Curr, 
Rochester, N. Y. 

Class 18—W. Oliver Johnson, Edmonton, Can. 

Class 19—Jack Cameron, Des Moines, Ia. 

Class 20—M. Wolfson, Baer Bros. & Prodie, Chicago, Ill. 

Class 21—Jos. Chadwick, St. Louis, ‘Mo. 

Class 22—Clem Kieffer, Jr., Kleinhans, Buffalo, N. Y. 

Class 23—W. W. Yeager, Wolf Griesheim & Sons, Bloom- 
ington, III. ; 


Class 24—Clement Kieffer, Jr., Buffalo, N. Y. 





. : 





Class 25—L. L. Wilkins, Kerr Dry Goods Co., Oklahoma 
City, Okla. 

Class 26—C. H. Stout, Western Bank Supply Co., Okla- 
home City, Okla. 

Class 27—H. A. Down, London, Eng. 

Class 28—H. R. Herzberg, Stein’s, Toledo, O. 

Class 29—W. R. Harre, Maas Bros., Tampa, Fla. 

Class 3}-John T. Mackey, Herpolsheimer’s, Grand Rapids, 
Michigan. 

Class 31—A. W. Cunningham, Hutchinson, Kansas. 

Class 32—W. Oliver Johnson, Edmonton, Can. 

Class 33—Walter R. Lantaff, Cohan Bros., Jacksonville, 
Florida. 

Class 34—Bert Cultus, Rhodes Bros., Tacoma, Wash. 

Class 35—Bert Cultus, Tacoma, Wash. 

Class 36—E. Dudley Pierce, Rochester, N. Y. 

Class 37—J. Walter Johnson, Powers Furniture Co., Port- 
land, Ore. ; 

Class 38—C. M. Uhler, Linn-Scruggs, Decatur, III. 

Class 39—W. R. Harre, Tampa, Fla. 

Class 40—W. Oliver Johnson, Edmonton, Can. 

Class 41—Bruce Phenix, Crook Record Co., Paris, Texas. 

Class 42—E. P. Lavin, Yowell Drew Co., Orlando, Fla. 

Class 43—Clarence E. Duff, Wm. S. Erlanger Co., E. Liver- 
pool Ohio. 

Class 44—A. G. Sten, Roshek Bros. Co., Dubuque, Ia. 

Class 46—A. G. Sten, Dubuque, Ia. 

Class 47—(Sweepstakes), Carl Goettman, Joseph Horne 
Co., Pittsburgh, Pa. 

Class 48—John H. Gray, Ranson’s, Cochocton, O. 

Class 49—R. B. Strawn, Canton, O. 

Class 50—A. L. Meadows, Washer Bros., Ft. Worth, Tex. 

Class 51—(Sweepstakes), A. L. Meadows, Ft. Worth, Tex. 

Grand Champion Prize—H. H. Tarrasch, Stix, Baer & 
Fuller, St. Louis, Mo. . 

Grand Club Prize—Won by Buffalo Association of Display 
Men. 
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One of the Hugh Lyons & Co. Booths at 1. A. D. M. Manufacturers’ Exposition, Hotel Winton, Cleveland 


MANUFACTURERS’ EXPOSITION PROVIDES 
MANY EDUCATIONAL FEATURES 


More than fifty of the leading manufacturers in the 
display industry participated in the exposition conducted in 


conjunction with the I. A. D. M. convention. Exhibitors 


and representatives present are listed below: 


L. E. Meyer Decorating Co., Minong, Wis.—L. E. Meyer 
and E. M. Biggs. 

Don Shasteen Studios, Toledo, Ohio—Don Shasteen, Will 
Flint, Mr. Reise and eight traveling representatives. 
Marvel Form Co., Saginaw, Mich—QOmar G. Fuller and T. 

A. Williams. 

Natural Plant Preservers Co., New York City—Martin 
Mittlemark and Gus Mittlemark. 

Converse & Co., New York City—William Berghorn. 

McKenna Brass & Mfg. Co., Inc., Pittsburgh, Pa—wW. F. 
Kelso, J. W. Hiller, R. J. Shoornhorst and Mary Cusick. 

Ivanhoe-Regent Works, G. E. Co., Cleveland, Ohio—R. C. 
Doane, P. C. Keller and G. E. Beals. 

National Card, Mat’ & Board Co., Chicago, Ill—H. M. 
Garby, Asst. Sales Manager. 

Hugh Lyons & Co., Lansing, Mich.—Arthur Lyons, E. W. 
Pinckney, Mr. Newell, H. H. Cowan, Mr. Holzhouse, 
Ray Williams and H. W. Weaver. 

J. R. Palmenberg’s Sons, New York City—Wm. C. Cand- 
lish, Irwin G. Culver, C. E. Smiley and Mr. Porteous. 

Karl L. B. Roth, Findlay, Ohio—Karl L. B. Roth. 

Bert L. Daily, Dayton, Ohio—Bert L. Daily and F. Schnebly. 

Murdison Display Service, Buffalo, N. Y—H. J. Rogers. 

L. Baumann & Co., Chicago, Ill—T. Guy Duey, L. Bieder- 
man, Gil Larson, A. Krohn, P. A. Park and E. W. 
Frosberg. 

Frankel Display Fixture Co., New York City—A. J. O’Neill. 

The Decorators Supply Co., Chicago, Ill—Wm. Schultz, 
Wm. Mittler and Sam Weiss. 

Curtis-Leger Fixture Co., Chicago, IIl—L. J. Burke, C. 
W. Rapp and Fred W. Hoffman. 

National X-Ray Reflector Co., Chicago, Ill—H. L. Wright. 

Jos. Korach Co., Successors to Window Decorative Works, 
Cleveland, Ohio—Jos. Korach, Oscar H. Lee and Dave 
Stromberg. 

G. Reising & Co., Chicago, Ill—G. Reising, E. Henry 
Silas and E. R. Crozier. i 

A. & W. Electric Sign Co., Cleveland, Ohio—J. W. Marshall 
and L. W. Laube. 

Decorative Plant Co., Inc.. New York City—Ralph Behrisch, 
T. E. Jones, Henry Geiringer and F. Freund. 

Chicago Mat Board Co., Chicago, Ill—C. L, Griffis, W. B. 
Shibla and C. C. Peterson. 


David Hamberger, New York City—David Hamberger. 

Esterbrook Pen Co., Camden, N. J.—B. A. Rainwater, 
E. Mantilla and Mr. Ridgeway. 

Katz Charrot Co., New York City—L. J. Charrot. 

Hulsizer Co., Des Moines, Ia—C. M. Heidt, Leo Hirse! 
and G. P. Juel. 

Foote Studios, Newark, N. J.—G. N. Foote. 

Botanical Decorating Co., Chicago, Ill.—L. Elkin, Edgar M. 
McCartney, E. Landauer and Max H. Frank. 


French Wax Figure Co., Milwaukee, Wis.—M. W. , Pierce, 


Fred Bantelman, Charlie Vedder, Don Holland and M. 
A. McElwain. 

Onli-Wa Fixture Co., Dayton, Ohio—Jack DeWeese, Mark 
Rutledge, J. E. Vermilion, B. L. Hull and F. C. Foote 

Adler-Jones Co., Chicago, Ill.—J. I. Adler, Harry Jones, 
Carl F. Meier, Ernie Meier, Arnold J. Abrams and 
Wm. Findlay. sf 

Klee Display Fixture Co., Consolidated with Unique Dis- 
play Fixture Co., Rochester, N. Y—A. Cobo and E. B 
Wright. 

Schack Artificial Flower Co., Chceago, Ill—J. Schack, M. 
Schack, A. Worger, L. Caplan, A. H. Lee, L. E. Hier, F. 
Waters and W. L. Stensgaard. 

Buckeye Fixture Co., Cleveland, Ohio—S. F. Cheheyl and 
C. W. Shabitzer. 

The Lanham-Krause Co., Kansas City, Mo—P. O. Lanham 
and Gus Krause. 

The McCallum Co., Pittsburg, Pa—C. C. Philips, Geo. P. 
Lang, M. S. Goldman, T. B. Morris, H. L. Scovil and 
W. C. Fox. | 

Elms & Sellon, Inc., Chicago, Ill—H. O. Condit and A. 
Maturo. 

The Walter E. Zemitzsch Co., St. Louis, Mo.—Walter E. 
Zemitzsch and Syl. C. Reiser. 

Grimm-Lambach Co., St. Louis, Mo.—H. Lambach and 
H. Lease. cae. 
Decorative Display Co., Inc., New York City—F. G. 

Schmehl, F. E. Scmehl and H. A. Haynes. 

Graham Baer Co., Chicago, Ill—Chas. F. Baer, Harry F. 
Melius, A. W. Green and F. Kurtzig. 

S. M. Hexter Co., Cleveland, Ohio—T. L. Felber and F. 
Wolfe. 

J. F. Gasthoff & Son, Danville, Ill—J. F. Gasthoff, Ear! 
Gasthoff, E. R. Herman, Cash C. Cook and W. L. 
Heuman. 

Bodine-Spanjer Co., Chicago, Ill—H. J. Spanjer, Chas. 
Moderow, L. S. Janes, Harry Green and Ed. J. Belanger. 

Decorative Fixture Co., Chicago, I]l—Arthur Wolf and 
Joe Heyman. 

Modern Art Studios, Chicago, Ill—Ben Allaun and Frank 
Rosebrook. 
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Detroit Wins Display World Trophy 


Beautiful silver loving cup donated by The DISPLAY WORLD for 
greatest accomplishment in display advancement stimulates 
keen competition at Cleveland convention 


EEN competition ruled when five of the most 
a f] progressive displaymen’s clubs of the country 
ey | presented claims to The DISPLAY WORLD 

Trophy, awarded at the Cleveland meeting of the In- 

ternational Association of Display Men. The Trophy, 

a beautiful silver loving cup, valued at two hundred 

dollars, was offered by this publication to the display 

men’s local club having taken best advantage of the 
opportunity to advance and develop the practice of 
mercantile display art during the past twelve months. 


ae 





J. H. Richter, display manager for Ernst Kern & Com- 
pany. The outstanding accomplishment of the Detroit 
club, and the determining influence in awarding the 
prize to Detroit, was the introduction by this club of 
‘Merchants’ Night,” conducted monthly at the Detroit 
Chamber of Commerce and to which every Detroit 
merchant is invited. At these meetings practical dem- 
onstrations are made by displaymen and advice given 
to the smaller merchants who cannot employ a display 


manager. This advice is given with the thought that 





The Display World Trophy 


New York, Buffalo, Detroit, Oklahoma City and 
Bloomington, Ill., entered the competition, and each 
club brought to itself distinctive prestige through the 
recitation of the respective accomplishments in the in- 
terest of the display profession. So important of pur- 
pose was this contest, and so distinctive were the 
achievements of the competing clubs, that the judging 
hoard deliberated for several hours before deciding 
that the cup should go to the-Detroit Association of 
lisplay Men, the claims of which were presented by 


the smaller merchant of today will be the bigger mer- 
chant of tomorrow. The demonstrations and advice, 
the club had found, served to bring about a keener 
appreciation by merchants of display importance and 
created a better feeling and understanding between 
merchants and displaymen and a deeper regard and 
respect for the display profession in general. The 
importance and power of these meetings was indicated 
by the fact that more than six hundred merchants 
attended the May program of “Merchants’ Night.” 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 














1 No. 12 Pure Sable Rigger sea $ .90 
1 No. 8 Pure-Sable Rigger... <p ” 150 
1 No. 6 Pure Sable Ringer.................<.<<. 35 
2 2-Ounce Water Color (Red & Black)------- 50 
5 Dibeient Card Gttiiccccccicccienieeaen 25 
1 Show Card Instruction Book—FREE 

TOTAL VALU ccksmotnicmaeken $2.50 

PEN OUTFIT FOR $1.00 

1 Set Speedball Pens ance 200 
i 2-Ounce Speedball tok.2....-2.....2..2522- a 
1 Speedball Instruction Book_-_---------_---- 15 
1 Double End Penhoider 2 o =. 5 
1 Set (12) Round Writing Pens__------------- 20 

TOTAL VALUE $1.25 


These Outfits will be Sent Prepaid 


Arthur CF. Gioerauf ©Co. 


Sign & Show Card Supplies 
525 Woodward Ave. Detroit, Mich. 
Send for Illustrated Catalogue 





































“WIDTH OF STROKES- 


Re Styles /"A-Squaré:B-Round#C‘oblong 


Hunt Pen Co. Camden 


feccerers. --- Publish ete as -Distrib 
ball Books . Speed 


Pens. Speed 




























Announcement from I. A. D. M. President 


EReCAee of the inadequacy of the time available following the convention of 
the International Association of Display Men and my departure for Europe 
the matter of I. A. D. M. committee appointments was postponed. 


Appreciating the importance of this duty of the president’s office, and fully 
cognizant of the power the appointative officials should be in the conduct of 
Association affairs and in the expansion and development of the profession of 
mercantile display art, | deem it advisable and imperative that diligent thought be 
exercised in the selection of all committeemen. 


The announcements will be issued early in September. 


John J. Cronin, President 
International Associaton of Display Men 
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WRITE 
NOW FOR 


FREE BULLETIN 


CONCEDED BY EXPERTS TO BE 
“THE BEST IN THE WORLD” 


DICK BLICK, Manager 


The Card Writers’ Supply Co. 


Desk D—GALESBURG, ILLS. 
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Additional Card Examples by A. J. Ritter, 
B. R. Baker Co., Toledo 


WINS FIRST PRIZE IN NATIONAL 
DISPLAY CONTEST 


First prize in a nation-wide contest for window dis- 
plays of the products of the Manhattan Shirt company 
was won by W. J. Randolph, display manager for O’Brien- 
Jobst Clothing Company, Peoria, III. 

A check for $250 was the reward for Mr. Randolph’s 
skill and art in the arrangement of the Manhattan window 
display. The prize winning display was in the windows of 
the O’Brien-Jobst company during the month of May. 

Although this is the largest prize Mr. Randolph has 
won and the first time he has taken the blue ribbon in a 
national event, the winning of prizes on window displays 
and advertisements is nothing novel to him. Recently he 
received the fourth prize, $10, in a national contest 
conducted by the Knox Hat company for a display of 
Knox straws. He has won several prizes from trade 
papers. Mr. Randolph has had charge of the display 
work and advertising at O’Brien-Jobst’s for four and a 
half years. 





ATTRACTIVE GOODRICH WINDOW DISPLAY 


A most unusual and attractive display is now function- 
ing in the windows of the Goodrich Rubber Company 
Branch, Jacksonville, Fla. Mr. Doolittle has arranged a 
Miniature gassfilling station, using in the construction 
Goodrich tubes and accessory items. 





HARMON DISPLAY WINS PRAISE 


T. E. Harmon, store and display manager for Frick- 
Lindsay, Clarksburg, W. Va., is receiving much favorable 
publicity through the attractiveness of a window display 
recently arranged in conjunction with Clarksburg’s home- 
coming celebration. 
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Show Card Writers 
Supplies 


Every show card and sign writer knows the 

importance of good tools and materials. We 

have made a specialty of these goods and have 
just issued our latest 


Catalog No. 38 
Card Writers 


and 
Sign Painters | 
Supplies 
Chock full of 
useful information 
about 
Colors 
Brushes 
Gold Leaf 


Bronze Powders 
fully illustrated 
WRITE TODAY—SEND FOR A COPY 


GEO. E. WATSON CO. 
“THE PAINT PEOPLE” 


62 W. Lake St. 
































Chicago, IIl. 
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. Oe Standard School 
of Jettering is —~ 


ogi ed Up tl Fall’ 


The personal attention 
liven to our students 
limits our enrollment to a small num- 
ber compared to the applications on 
file Our waiting list will absorb 
our summer enrollments To get 1n 
on our fall classes starting 1n Septem- 
ber you should write us today and 
make your reservation 


Send coupon below for turther mforma- 
tion on Our Practical Course indettering 
and Show Card Writing 





| 















School of lettering 
6433 Ravenswood Ave.— Chicago, Ill 



















] would like further information on your course of 
Instruction in Jettering and Show Card. Writing— 


Name 












Cl: y 
Occupat ton 
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PERSONALITY 


The display with a persona‘ity — neat, 
clean-cut and forceful—is always effective. 


Showcards writen on Nat-Mat Card- 
boards add personality to displays. 
The Nat-Mat sample book is 


gratis. Send for it today on 
your business letterhead. 


National Card, Mat & Board Co. 


Manufacturers 


gna 4318-36 Carroll Ave. 





Chicago, Ill. 
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GION. aaSHOW CARD 


My new 1922- 
23 catalog answers 
yr price question. 20 
years experience in low price 
making—Everything you need for Chas. J. Strong 
shop or studio—Write today for your Founder 
copy. 








SUPPLY DEPARTMENT 


Detroit School of Lettering 


514 GRISWOLD ST, DETROIT, MICH, 






















FOR THE 


SILK FLAGS sispray man 


TASSELS, CORDS, TRIMMINGS 


D. C. HUMPHRYS CO. ; 


Founded 1874 


909 FILBERT STREET 


Special Flags to Order Philadelphia, Pa. 


























DISPLAYETTES 


have 1000 display uses. Adjustable to any 

position. Made of Nickeled Wire. 

No. 103—Per doz........sseees $2.50 

No 202—Per doz............ . $7. 

No. 302, complete with detach- 
able T, DEP OZ. 5<esscacanee 

Order from your Jobber or direct. 


DISPLAY FIXTURE CO., 105 Monroe St., Chicago 


ne 502 





























“APPLIED ART STUDIOS 


Papier Mache Window Display Decorations 
FLOATS, EXPOSITION EXECUTIONS 


359 West 42nd Street Longacre 7307 New York 


























~~~ 


SEEK A NEW POSITION? 


} Use The Display World 
Opportunity Exchange 











Show Card Lessons 


Color show cards in great favor with display- 
man-cardwriters—Examples in pen and brush 


By B. A. RAINWATER 
Specialist in Card Writing. St. Louis, Mo. 


HERE is no question that the displayman-card 

writer was The magician of the “Cleveland 
| show.” In the center of the stage he took a 
box of shirts and neckwear and created “exhibits de 
luxe” as painstakingly with fabrics and color as a noted 
painter with canvas and paint. 

He made the English alphabet even sit up and take 
notice to the new and artful ways it was being used at 
this convention, and it is an art which finds its finest 
effect in retail display windows. Merchants are quickly 
realizing more each year the value of having their dis- 
playmen attend our mid-summer conventions. 





Fashioned to most alluring effect were the show 
cards by displaymen. The unusual favor bestowed on 
color was the most remarkable feature of the show 
card exhibit. There seemed to be a touch of art in the 
summer air, and the many new ideas that did appear 
were worth a “year’s effort” to produce. A broad free- 
dom of stroke was rampant, establishing a valuable 
example for future study. Indeed, the race of per- 
fectness of display, with type or merchandise, I might 
say, has not been equalled by any previous I. A. D. M. 
convention. 
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Lettered Card on Mat Mount, by B. A. Rainwater 


with 
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Pen and Brush Combination by B. A. Rainwater 


Bright, pure colors had a fertile field in these show 
card mounts, with copy of black or other dark color. 
Best judgment tells the letterer to use darkest lettered 
copy when card background is of illuminated tone. It 
is best to be rather shy about mixing any bright colored 
letters on backgrounds of the illuminated character. 

A man of letters at the convention said: “My pencil 
layout has a better style of freedom than my actual pen 
or brush work has.” This is probably true with a great 
many card writérs, and the moral in this case is “to pay 
more attention in your efforts to duplicate closely vour 
first layout.” Dispel fear and get that same rapid stroke 
with the pen or brush that is simple with the charcoal. 

The height of style perfection was exhibited in the 
new show card mat mounts, as shown by two prominent 
exhibitors, which will no doubt be seen again in “stylish 
fall window displays.” : 

Card No.-i in this article is a plain, neat cut-out 
mat mount with simple,lines. The lettering is plain 
and simple and of brush and pen execution. To get the 
strongest effect the copy was’ condensed in the center 
of the card, thus giving the subject a quickly read form. 

Card No. 2 is another pen and brush combination, 
with the fancy mount bordering on the extreme for 
lancy cut-outs, but you will note that because of short 
Copy and heavy type it is easily read, and the unusual 
shape of card compels a second look, and detracts notn- 
ing from the reading. 
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Reg. U S. Pat. Off. 
BRUSHES 4N°P SUPPLIES 
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“Won A Home” 


at the 
Convention 


Ask the boys who attended the 
I. A. D. M. Convention. 
tel you that “Perfect Stroke” 
“there” with bells on. 
you failed to attend, write for 
copy of 


NEW CATALOG 


No. 10 


presented in 


Dayton, O. 


5] 


They'll 
If 


It’s the next best thing to seeing 
the line with your own eyes. 
The good, old, reliable Brushes 
and Supplies 
new way. 


Bert L. Daily 


126-130 E. Third St. 


a 

















cresceyT ) BRAND” 


Half the effort in 
making good look- 
ing Show Cards is 
saved by using bet- 
ter stock. The best 
Card Writers know 
this—that is why 
they use and rec- 
ommend Crescent 


. Brand. 


We give you not 
only better quality, 
but a bigger variety 


of colors and fin- 
ishes. 


Send today for 
our new catalog 
and new price list. 


CHICAGO Yat Board COMPANY 


664-670 West Washington Boulevard 
CHICAGO °° oc———_“ "ILLINOIS 









































THE DISPLAY WORLD 


Chicago Monthly Display Review 


Excellent merchandise displays reflect the mid-summer season— 
Important alteration at Field’s—Sports apparel getting constant play 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 







J 


WW ID-SUMMER is aptly reflected in the decora- 
ENS tions and merchandise displays of the State 
ASX} Street windows in Chicago at this time. Time- 
liness, style and color are the weapons with which dis- 
playmen have to work out their problem of making the 
same old windows look new and interesting throughout 
season after season. 

Year after year this problem has confronted the 
display artist, and it is a notable fact that each suc- 
ceeding season records a measure of improvement in 
ways and means to better solve it. Also there is a 
noticeable increase in the appreciation of the value of 
the windows from the merchant and an increased in- 
terest from the public. All of which must impress-one 
with the pertinent fact that the future of window dis- 
play offers as much, if not greater, opportunity for 
development and progress as the past has shown. 

What will be the “standard” of window display ten 
years from now ?—twenty-five years from now ?—fifty 








years? 

And what part -will you have played in improving 
the standards of display? 

One of the notable changes that has taken place 
recently at the store of Marshall Field & Co. has been 
the remodeling of the two windows at the corner of 




















Randolph and State, transforming them into a single 
large window of immense proportions, like the one at 
the corner of Washington and State. The change has 
just been completed and the window is fittingly deco- 
rated in colorings of purple and blue-green. Green 
foliage with some pink roses are used upon the back- 
ground construction, which is high and massive. Placed 
at appropriate places in the window are four bay trees 
standing in boxes done in solid colors to harmonize 


‘with the general color scheme. Four wax figures are 


posed most appropriately, dressed in mid-summer at- 
tire. 

Other windows of Field’s along State Street show 
summer sports apparel in the usual inimitable and 
strikingly impressive type of window display associated 
with this great store. Not the least important of Mr. 
Fraser’s many qualifications is that of always selecting 
and combining styles that are as chic and as charming 
as are his color combinations. His displays are as in- 
teresting and as refreshing to those seeking stylish 
apparel, style ideas, as they are to merchants and dis- 
playmen. And, quite coincidentally, such windows 
exert a great influence upon people who do not know 
good style, in suggesting correct dress ideas through 


_ attractive and effective combinations. 

















Fiftieth Anniversary Display by W. A. McCormick fo The Boston Store. Chicaao, Il. 
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Shriners’ Display by L. Cohen, Washington,-D. C. 


The windows at Stevens’ are featuring unit displays 
of sport shoes, millinery, tan jacquettes, knitted sport 
vests, lace-trimmed silk negligees, lingerie, novelty 
bathing suits with silk robe to match, corsets, sunshades, 
silk hosiery, handkerchiefs and perfumes, beaded bags 
and silk gloves. 

The large island window features a general display 
of coats, suits, dresses, hats, skirts, knitted jackets, with 
price tickets on each garment. The window card an- 
nounces “Annual Clearance Sale.” 

Mid-summer apparel and frabrics are the dominant 
feature of the Mandel Bros. windows at this time. Tan 
“twisted silk” pleated skirts, in Persian and self-pat- 
terns, are well shown. Another large window is de- 
voted to an extensive display of perfumes and toilet 
articles. Irridescent colored silk in shades of purple 
and green, and lavender and green, draped around 
through the window, forms an effective color base. 
Two large vases of begonias, with blossoms in laven- 
der and purple, complete the decorative setting for a 
most effective display of perfumes, etc. 

The next window presents a strikingly beautiful 
display of afternoon and evening dresses posed on wax 
figures. Two figures are shown; one costume is of 
canary and gold trimming, the other is of apricot with 
beads. Hats to match each dress are shown on stand 
nearby. One figure is seated, the other standing. A 
very effective window, and the color unit makes it so! 

The large double window at the corner of Madison 
and State presents an attractive and interesting display 
of “Country Club” sport silks in white with patterns 
of self-striped and figured effects. A skirt made up 
from the same goods and posed on a skirt form, in one 
of the windows, shows how the fabric looks made up. 
A dress posed on a full figure answers the same pur- 
Pose in the companion window. 

Mr. McCormick has at the Boston Store a bathing 
suit window which is attracting lots of attention among 
the State Street shoppers at the present time. A scenic 
background consisting of a lake view of very good per- 
spective and continuing half way to the front of the 
window where real sand meets the “sea” ; a canoe, with 
one figure seated therein clad in a bathing costume, is 
hosing into the sandy beach; another figure, standing 
on the beach in life-like pose, wearing-a silk novelty 





The Finest in Wax 


Perhaps no greater rec- 
ommendation for our im- 
ported wax models from 
the famous. Bruno Herz- 
berg & Co. studios is 
needed than the displays in 
the windows of prominent 
stores of America. 


The wax used in these 
imported figures is the fin- 
est made and is not obtain- 
able in this country. Its high quality in- 
sures you against trouble in any climatic 
condition, and yet these figures cost no 
more than others. 








These famous models were the hit of 
the I. A. D. M. convention. 


Our latest catalogue “D’’ pictures the 
models and gives prices. Write for it. 


Graham, Baer Corporation 


Medinah Bldg. 178 W. Jackson Blvd. 
Chicago, Illinois 

















INCREASE YOUR SALES 
With This Attractive, Attention Compelling 


Display Card Holder 


for Department and Window Display 
YOUR 
DISPLAY CA 


HERE — 




















Insures attention to your displays because of its 
novelty and attractiveness. Equipped with metal 
easel—will stand on counter or fixtures. Fine for 
use in window displays. Can be used over and over 
again by pulling out old card and inserting new one. 
Made of No. 1 bass wood, finished in white enamel 
paint. 


SEND FOR PRICES 


BYRNE OISPLAY SERVICE 


48 E. Fourth St. St. Paul, Minn. 
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OUR LATEST CREATION 


For the display of Hair Goods, Jewelry, 
Millinery, Furs, etc. Will stand any cli- 
mate---no melting, chipping or cracking. 


SEND FOR OUR CATALOG 


The Marvel Form Co. 


103 Federal Street Saginaw, Mich. 





























The New 
A. & W. 
Work 
Alarm 







An 8-day electric Time Switch that 
operates four time a day, will ring elec- 
tric bells and operate motors on siren 
whistles in large offices and factories for 
starting and stopping work morning, 
noon and night. 









The clock movement is equipped with 
an 11 jeweled Waltham watch escape- 
ment with chronoscape attachment which 
insures accurate time. 







A years’ guarantee with every clock. 
We specialize in automatic electric timing 
devices. It will pay you to investigate. 


The A&W Electric Sign Co. 


CLEVELAND, OHIO 













Sree 

















bathing suit, adds to the effect ; a child’s figure, playing 
in the sand, is equally realistic. Some foliage at one 
end of the window helps the realism, and a canvass 
canopy at the other end completes it. 

Other windows show novelty footwear, Batik silks. 
blouses, summer wash dresses, etc., at special sale 
prices, with price tickets on the garments. 

Carson. Pirie, Scott & Co. are featuring their an. 
nual mid-summer sale of muslin and silk underwear 
and other lines, too. Novelty bathing suits of silk, with 
silk robe to match, are featured in another splendidly 
effective seaside setting. But the outstanding window 
in point of originality and attractiveness among Mr. 
Tannehill’s efforts of the month, was a display of 
“Little Tots” summer wash dresses and rompers. Seven 
little figures were dressed up in play suits and posed 
about as they might have been caught in a photograph 
while busy playing. A clothesline was strung from one 
end of the window to the other and different colored 
dresses were “clothespinned” on the line. Others were 
hung over drying-racks and otherwise displayed ad- 
vantageously. Price tickets were on each article. Other 
displays featured men’s fancy gray suits with white 
flannel trousers, golf hose and knickers, sport shirts 
and neckwear, sport and dress shoes. 


Bedell’s windows are particularly well handled this 
month. Colors are blended and balanced—styles well 
selected and emphasized in the arrangement of the dis- 
plays. The entire front has a clean, fresh and interest- 
ing atmosphere to it from a display viewpoint. One 
Jarge window is devoted to dresses from $15 to $65, in 
green and white, solid colors and combinations. White 
silk hats and white pumps were effectively used in con- 
nection with the dresses. A window of pleated sport 
skirts in tan silk, white silk and white flannels, looks 
very cool, very stylish, and very good. Another dis- 
play of lavender, pink and yellow silk crepe lingerie, 
with a wax figure seated in the center of it, in silk 
nightgown and boudoir cap, was attractive. 

“A study in white” would aptly describe the State 
Street windows of the Fair just now, with five of their 
large display windows featuring all white things for 
outer-wear. Black and white silk millinery trimmed 
with rhinestone buckles; white footwear, white sum- 
mer frocks, shown with silk hats, sunshades and white 
pumps, in three windows. 

One twenty-foot window is devoted to a display of 
Hudnut’s perfumes and toilet articles. Three large 
natural palms and two immense vases of live flowers 
were used to properly emphasize the merchandise dis- 
played. Large artificial butterflies were distributed 
about the window at appropriate places. 





L. F. DITTMAR MARRIED IN ANN ARBOR, MICH. 


Information reaches us to the effect that Lothar F. Ditt- 
mar joined the ranks of benedicts on July 16. Details of 
the event are missing but it is stated that the marriag¢ 
was solemnized in the First Episcopal Church, at Ant 
Arbor, Mich. 
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PUBLICITY DIRECTOR C. H. FADEM CONTRIBUTES 
GREATLY TO CONVENTION SUCCESS 


A report of the 26th Annual Convention of the Inter- 
national Association of Display Men would be incomplete 
without an enthusiastic reference to the part played in its 
success by C. H. Fadem, Cleveland, who supervised the 
publicity division. 

It was freely admitted by the convention delegates 
that never before has a displayman’s meeting had the 
quantity and quality publicity that Mr. Fadem obtained for 
it since his appointment to the office of publicity director 
by the Convention Committee last January. Most enthu- 
siastic and sincere in the commendation of Mr. Fadem’s 





Cc. H. FapeM 


efforts were the members of the committee in charge of 
the meeting. Mr. Fadem is a displayman, but there are 
many who hail him as the best little I. A. D. M. booster and 
publicity agent within or without the confines of the 
Association. ; 

Practically unknown to the rank and file of displaymen 
throughout the country previous to the Cleveland meeting 
Mr. Fadem is to-day an outstanding figure, and his ability 
will no doubt be soon commandeered in constant effort in 
association affairs. Remarkable, indeed, was his contest 
for the office of secretary, when as a last minute nominee 
he came within a few votes of winning the office. There 
is need of such an energetic, non-partisan, enthusiastic 
a publicity director in the I. A. D. M. 





IMPORTANT CONTEST AWARDS 


H. H. Tarrasch, display manager for Stix, Baer & Fuller, 
St. Louis, Mo., carried off the major prize in the display 
contest in the class open to I. A. D. M. display champions 
only, members who have won 300 points in I. A. D. M. com- 
petition. Mr. Tarrasch’s series of tweive photographs show- 
ing displays placed by him during the past twelve months was 
considered by the judges one of the most. unusua!ly striking 
ever entered in this exc!usive class. Honorable mention 
Was given to the display series by Ellsworth H. Bates, dis- 
play manager for C. W. Klemm, Inc., Bloomington. 

The Capital Grand Prize, annually awarded to the 
affliated displaymen’s club, the members of which win the 
greatest number of points in I. A. D. M. competition, was 
awarded to the Buffalo Associatign of Display Men. The 
Prize in this class is a silver loving cup. 
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SHO-CARD BOARD 
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DULL COATED 


Works with THE ARTIST in PRODUCING ATTRACTIVE SIGNS 
THE 22 COLORS ARE SU PERB,MANY OF THEM ENTIRELY NEW 
WHITE-IVORY- TAN-GRAY-LIGHT BLUE-LIGHT GREEN-LAVENDER 
BLACK-NEW BLUE-TROPICAL GREEN-SHETLAND GREEN-TANGERINE 
TURKEY RED-COCOA-OX BLOOD-ROYALPURPLE-BEAUTY PINK 
OLDROSE-BUTTERCUP YELLOW GULF BLUE-TERRACOTIA CASCADEBLUE 
SEND FOR FREE SAMPLES 


HURLOCK BROS COMPANY- 





3436-38 MARKET ST. PHILADELPHIA 

















When you get a good thing 
Remember where you got it | 


Display Panel Papers 


Exclusively imported in | 

French, Belgian and Oriental Designs 

For the display man who is looking for | 
something new and original. Many of the 

designs are blocked by hand with special | 

floorings to match. Samples sent on request. 


Note: Do not confuse these papers with the 
ordinary box covering variety. 


MURDISON DISPLAY SERVICE 
67 Wade Avenue Buffalo, N. Y. 

















LEARN TO PAINT 


SIGNS OR SHOW CARDS 


I will teach you by mail until qualified. Big oppor- 
tunities—Sale cards—Banner signs used in enormous 
quantities. Three separate courses—Sign Painting, 
Show Card Writing or Commercial Lettering. Old- 
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Window monotony of summer season gives way to several unique chil 
and distinctive showings—Macy’s and Lord & Taylor’s feature was 
By WILLARD D. HART - 
Special Correspondent, The Display World ; 
JITTLE out of the ordinary greeted the a large leghorn hat which hed been formed into a rhe 
passersby and the visitors in the windows basket bound with a blue ribbon. The basket con- vee 
si of the local shops during the month of June. tained pink roses which were made from hosiery, a 
Many of the men were out-of-town attending the Pink, buff and purple stocking roses lay on the ends “a 
convention of the International Association of Dis- of the ribbon on the floor. Across the back was ex- a 
play Men, in Cleveland, and nothing special was tended a trellis in front of a curtain of gold-brown “~ 
staged. Here and there a bright spot stood out as shade. The trellis was pale green. It had an arched . 
the lone star does in the heavens now and then. doorway and two arched frames in the form of aa 
One of the most unusual and attractive windows windows. Cut-out trees with gnarled branches te 
was one shown at R. H. Macy & Co., Inc., in con- stood against the trellis at the end of the arches, one 
junction with their huge semi-annual sample hosiery and to them were attached numerous pink roses a 
sale. Rather than piling the hosiery before the also made of rolled-up silk hosiery. Buff-colored en 
sight of their customers, this store presented it in a stocking roses grew thickly on green trees which | 
decidedly distinctive manner. In the display the dis- stood in green tubs at the ends of the trellis. war 
tinctively attractive character of the picture reached Another window which was exceptionally beau- he 
the spectator perceptibly sooner than the message tiful, and which featured glaced chintz was featured a 
to be conveyed. Inasmuch as the uniqueness of the by Lord & Taylor. Here the offering of glaced “a 
window made everybody stop, it offset the fact chintz was successfully joined with a showing of oJ a 
that it took a few seconds to discover the hosiery furniture. The glaced chintz was used as draperies, dont 
that was displayed. The women spectators detected and formed a curtain drapery around a false win- ously 
the stockings instantaneously, however. déw in the rear of the window, and as portiers at sally 
A figure stood at the right of the window clothed the front of the window which was trimmed to With 
in a costume made of hosiery. Yellow hose, represent a hall foyer or small sitting room. The the th 
trimmed with others of black and place blue formed furniture used was blue. The chintz contained Lillip 
the dress. At the center was a stone flower basin, much red, and the cushions, lamps and china used tai 
ainec 
and at the left a stone bench. On the bench rested were of blue and red to match the furniture. in it, 
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Effective Display by Fred Vollmer for Murray Sons, Limited, Hamilton, Canada 
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Best & Co. featured a window of children’s 
clothes twice within the past month. In one in- 
stance the purpose of the window was to feature 
children’s play togs, but in the other instance it 
was a general propaganda trim featuring the store’s 
Lilliputia Bazaar, in which all children’s merchan- 
dise is carried. 

The first window was an informal garden party, 
used as a medium for showing the children’s play 
frocks. It drew considerable attention. The floor, 
rising like a platform above the level of the window 
sill and having beveled sides, was covered with 
moss and grass, except at the back, where a pebble 
path was visible. A hedge of small evergreen trees, 
of Christmas tree size, hemmed in three sides of 
the enclosure. At the center stood a wooden struc- 
ture resembling a stile. It had four steps on both 
sides passing over a semi-circular arch. Rambler 
roses rambled around the arch. Ferns in profusion 
lined the arch and bowed over to the front above 
the moss-covered floor. In front of the stile a cir- 
cular metal basin was let into the ground. This was 
partly filled with water, with gold fish swimming 
merrily about. Other toys such as stuffed dogs, 
bunnies and others drew the attention of the kiddies 
gathered on and about the stile. 

The other window had for the center of attrac- 
tion a small box in the rear of which sat an humor- 
ously dressed and looking man. This man contin- 
ually winked his eyes and appeared to be talking. 
With his hands he appeared to pick cards out of 
the box on which were written sayings about the 
Lilliputia Bazaar, where it originated, what it con- 
tained, pictures of some of the children shopping 
in it, etc. 

Another window at Lord & Taylor’s which was 
unusual was one shown in connection with men’s 
sport clothes. Here the window depicted a room 
in some country club. Along the rear wall a row 
of iron lockers stood with doors partly open and 
sport clothes of every manner and form shown in- 
side. In front of the lockers stood a row of chairs 
where the members dressed for golf, tennis, boat- 
ing, or other sports. Under the chairs stood shoes, 
shirts, knickers, hosiery, and other garments care- 
lessly flung across the backs. At the left hand side 
at the rear stood a table piled high with towels, 
and a sign directly above read “To the Showers.” 
This window had a crowd around it continuously. 

A doll wedding was staged at James McCreery 
& Co., this month and was first announced by the 
store in an ad, followed by a display. It was a 
huge success, people flocking about the window 
continuously. Children were no doubt attracted 
to the store to see the wedding of the dolls, and 
followed the view up by a shopping tour for them- 
selves, 

A little platform and altar effect served as prop- 
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Fresh Natural Greens 
ANY TIME OF THE YEAR 


—fresh from Northern Wisconsin woods. You 
will find them better than any decoration you 
use—and of course they are inexpensive. 

We are in the midst of nature and your order is 
filled directiy from nature’s unlimited store of 
beautiful greens. 

There is nothing so attractive as greens from 
our woods. You can get them for any occasion, 
any time, without delay. 


WRITE—WIRE—Get our prices—They are Lowest 


L. E. MEYER ——newe co. 


WISCONSIN 
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SPECIAL WINDOW DISPLAY 
MONTHLY PHOTO SERVICE 


of New York Stores, the Style 
Center of America 


Eight all new, up-to-date photos 
supplied all together on one sheet 
14 by 17 inches 


Service No. 
Eight Department Stores of different 
© varieties. 
Eight Ladies’ Ready-to-Wear Display 


e Windows. 

Eight Gent’s Furnishing Display Win- 
dows, varied. 

Eight Millinery Windows—Large and 
e Small Stores. 


Eight Shoe Store Windows — Dept. 
e Stores—Specialty Shops. 


Aa ee 


$ Monthly for each service. State service 
number desired. Send cash, check or 
money order, or write for our sheet giving 
details on 60 other Standard Department 
Store window displays of eight each. 


Worsinger Window Service 
Member I. A. D. M. 
124 West 34th Street New York City 





























THE DISPLAY WORLD 


Does Your Window 
Attract Business? 


Your window is your most expensive salesman. 
Do you help it make sales for you? A good 


window attracts favorable attention, creates de- 
sire for the merchandise displayed, and brings 


the customers into the store. You can help your 
window do this successfully by dressing it with— 


HYDOL SILK PLUSH 


IN THE NEW AND BEAUTIFUL 
RANGE OF COLORS 


IN 24-INCH, 36-INCH AND 
50-INCH WIDTHS 





SAMPLES AND DESCRIPTIONS 
GLADLY SENT ON REQUEST 


Hydol Plush Mfg. Co. 


—ESTABLISHED 1889— 
30-32 West 27th St. New York, U. S. A. 


“Hydol Silk Plush (+ Quality x Service—Price)=Value.” 
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Advance Fall 
Backgrounds 


Novelty Window Displays 


Latest creations in backgrounds 


Make your FALL DISPLAY 


reap a bountiful harvest. 


New and novel designs in 


PAPERS, ARTIFICIAL FLOWERS 

BORDERS, SCENIC PAINTINGS 

PLACQUES, DRAPING CLOTHS 
ETC., ETC., ETC., ETC. 


Get in touch with us now. 
Catalogs soon ready. 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 


30 READE STREET NEW YORK 

















erties, and dolls about 18 to 24 inches high were 
dressed in appropriate costumes. There was the 
parson to perform the ceremony, standing at the 
altar with the groom close at hand ready to step 
forth and meet the bride when she reached the end 
of the runway. Preceding her were six bridesmaids 
and a maid of honor, strewing flowers. The frocks 
and hats of the bridesmaids were green taffeta 
trimmed with roses, while the maid of honor wore 
old rose. Two little pages, one with blond and the 
other brunette curls wore pure white satin suits 
and looked very cunning in back of the bride. The 
costumes were elaborately made and the whole 
scene effectively composed. 

Following the discussion in regard to the use and 
non-use of price tags which The DISPLAY WORLD 
has been holding for some time, it is interesting 
to note the views of the manager of a man’s shop 
on Broadway, New York. 

This man states that price still has as much 
charm for the masculine shopper as it ever did. He 
said that despite reports from other quarters that 
spring business had been poor and generally below 
levels anticipated, in comparison with 1922, he had 
been able to far out-distance the figure for spring 
of 1922, giving full credit for the fact to his propen- 
sity in sensing the consumer’s attitude on the price 
question and the power of an attractive price prop- 
erly played up. 

“Early in the spring,” this man said, “I found 
that odd prices on merchandise in the window still 
were the open sesame to a volume business, a phase 
of retail merchandising that I thought had passed. 
In a particular instance, to convince myself, a shirt 
display that had brought little response at. $2.50, 
was re-priced at $2.15, with a result that exceeded 
our fondest hopes. In the course of the three days 
we did a volume that was treble that of the week 
preceeding. While profits were smaller on the 
lower feature price, we more than made up for it on 
turnover, which today is the essential thing for 
the merchant to maintain his title. 

“The idea of catering to the exclusive or semi- 
exclusive trade is alright, but the attendant neces 
sity of banishing price tags from the windows is 
costing many merchants much money, for their 
potential market is cut so far as size and breadth 
is concerned. The trade we cater to with a half 
dozen exceptions, averages well with any other 
store in the city, and we attract a great deal of this 
trade through the window display of ticketed mer- 
chandise. There is many a man who is literally en- 
ticed into a store by a price mark that meets with 
his idea of conservativeness, and vice versa, many 
a man in need of a shirt, tie, or some other such 
article, passes by the window that breathes exclu- 
siveness, even when the price of the article in ques 
tion is no higher than to be found in the other shops. 
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ee “Human nature is peculiar; men are averse to 
the shopping ; they hate to ask the price of an article, 
p the mnly to find that it is too high for them; it is es- 
he’ pecially true on the moderate needs, such as in fur- 
a end hishings. The moral is to let the men know that 
maids high quality does not necessarily mean exorbitant 
ipocks prices. Teach them to realize that they can pur- 
affeta nase in an exclusive looking store without sacrific- 
Sus ing that great modern essential—money.” 
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CARL W. AHLROTH TO DIRECT DISPLAYS 
FOR HAMBERGER’S, LOS ANGELES 


An important announcement from Los Angeles and 
verified by Mr. Carl W. Ahlroth advises that this great 
display artist, for many years in charge of the display 
department of The Union Company, Columbus, Ohio, will, 
on Sept. Ist, assume directorship of the display advertising 
department of Hamberger’s, 


The 
whole 


sé and 
YRLD 
esting 


| shop Los Angeles, one of the best 
- known department stores on 
much the Pacific Coast, and recently 
1. He purchased at a sum approxi- 
; that mating $27,000,000 by The May 
Stores’ Company. 

below ‘opebaed 
e had Mr. Ahlroth’s skill is known 
: the length and breadth of the 
tee land, and he has won in com- 
open- petition more display prizes 


than any other man practicing 
the art. He is a Display Cham- 
pion in the International Asso- 
ciation of Display Men, and 
has frequently served on the 
Executive Board. 

Mr. Ahlroth entered the display profession more than 
a score of years ago with the Columbia Clothing Co., 
Superior, Wis. His second position was with the Oak Hall 
Clothing Co., Superior, where his accomplishments brought 
an attractive offer from The Grand Leader Department 
Store. From there he went to The Union Company, Colum- 
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days Mi bus, where, with the exception of a brief term as instruc- 
week Mor in the Economist Training School, he has directed 
a the displays since 1915. 


Mr. Ahlroth attributes much of his success to the meth- 








pat On od of depending upon himself, since, he says, originality 
BE 10l Mi comes through this process and with it individuality. He 

has always insisted on the complete change of appear- 
semi- Mece every time a display was installed with no toleration 
— of slip-shod methods of handling details. 

“Study the work of others,” says this artist. “Do not 
de * imitate but improve it if you can. If not, get a certain 
their style of your own, and in this manner become distinctive 
eadth Mand obtain display creations that are individual.” 

_ half 

other ARTIST PAINTS IN SHOW WINDOW 

f this The Minear Company, Greensburg, Ind., introduced a 

_ Valuable publicity feature recently when the progressive 
store brought from California the well-known artist, E. J. 

y ae Grifith, who spent several days in the show windows 

with xecuting examples of his skill. 

many - 

such F. M. CARLISLE IN NEW POSITION 

xclu- F. M. Carlisle has been named display manager for the 

quies- Emporium Department Store, Asheville, N. C., and has 





Withdrawn from the Aug. W. Smith Co., Spartanburg, 
S.C, where he directed display work for several years. 
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* fool-prook- . 


is this instruction course by 


WM. HUGH GORDON 


Ojeleysalineiaclem Kees Ke-la Rese sciie 


ETTERING 


eerie ~- =) 
With Pen & Brush 

}Gordon System-Adapting the familiar Music Staff as an 

‘aid to correct alignment and construction of letters; 


Introducing a series of alt 


rd Writing and Comme 


PER COPY 





To Letterers and Students 


This primary instruction course in lettering has 
made good. It is the first application of the 
Gordon System, based on well-defined compari- 
sons. The familiar music staff is used here as an 
aid to correct alignment and construction of 
letters. 


The most simple letter forms are shown and 
gradual progress is made up to the most mod- 
ern styles in popular use. These are all divided 
into four classifications from which all correct 
individual conceptions may be devised. In each 
case mention is made regarding the brushes, pens 
and materials best adapted to the production 
thereof with the least degree of effort. 


This course has met the great need for up- 
to-date instruction on this subject and will not 
disappoint. 


To Beginners 


This system will enable you to study letter- 
ing intelligently and answers all questions in a 
manner calculated to inspire the student with 
confidence in the abilitv of his instructor. It 
eliminates indiscriminate practice. Reduces theory 
to a point of producing almost immediate results. 
Heretofore lettering has been taught by present- 
ing a few alphabets, mostly ill chosen in point 
of adaption to handcraft. These, with a few 
random remarks about drawing the characters 
as represented, completed the course in confusion, 
leaving the student to his own devices with the 
usual result—Failure. 


Each lesson printed on cardboard, Size 7x11 
Blue Portfolio Container 


THE DISPLAY WORLD DJ-7 
Cincinnati, Ohio 


Gentlemen: ; 
Enclosed find money order for 

[_] $2.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING. 

[_] $3.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING and a year’s sub- 
scription to The DISPLAY WORLD. 

Ship postpaid at once to the following address: 
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Note.—If remitting by check add 10c for exchange. 
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| Seen and Heard at the Cleveland Convention 














There seemed to be insufficient “high-power” beverage 
to supply the demand during the closing days. However, 


it must be admitted that Cleveland opened all the heat 
valves, and this undoubtedly accounted for the fast work 
of the earlier days. 





As usua!, Carl F. Meier, popu- 
lar flower saiesman, was in his 
element during the convention 
days. An indefatigable worker 
for his organization and the 
display profession, he manages 
to find opportunity to take 
“time out” to royally entertain 
his army of friends. His great 
popularity is deserved, since 
there is not a more hospitable, 
courteous or “squarer shooter” 
in the industry than this same C. F. 





Someone was saying something about Ernie Meier and 
the most beautiful girl in Beaumont when a friend of this 
reporter produced a nip of “Volstead special.” We have 
forgotten the details of what we recall started out to be 
an interesting item. She’s the prettiest girl in Beaumont, 
and she’s going to New York to compete in the national 
beauty contest. Now what’s the rest of it, Ernie? Where 
do you come in? 








“Jim” Berg, we fear, is too solicitous about the “wimen,” 
and think that he missed many interesting bits of banquet 
talk while thinking of some way in which the “more beau- 
tiful sex” could be benefited. 


S. R. Mackabee, director of displays for the May Com- 
pany, Cleveland, is to be highly complimented on the strik- 
ing decorative treatment of his store during the convention 
period. The I. A. D. M. derived much high-cass publicity 
and prestige from Mr. Mackabee’s timely display. 


Fred Olsen and Mrs. Fred were recipients of a beautiful 
silver serving set, presented by visiting delegates and manu- 
facturers as a manifestation of appreciation for efforts 
directed in the success of the meeting. 

C. H. Fadem, the best little publicity man this I. A. D. M. 
ever had, came in for a tremendous ovation when pre- 
sented with a silver percolator. He responded by assuring 
the delegates that, with the assistance of Mrs. Fadem, he 
would keep the gift “percolating constantly for the I. A. 
D. M.” 


Good old Clem. Kieffer, as usual, was busy every minute, 
and, as has been his custom for years, he was busy in the 
interest of the I. A. D. M. What a wonderful organization 
the I. A. D. M. would be if there were a score of Kieffers! 


Charles W. Morton, display manager for Weinstock- 
Lubin, Sacramento, Calif., and a charter member of the 
I. A. D. M., graced the judging board on several occasions. 
Mr. Morton is a high-powered display executive and man- 
ages several merchandise departments in the Weinstock- 
Lubin store, where he has been affi iated for twenty-three 
years. 


Herman Frankenthal, the grand old man of the pro- 
fession, was an enthusiastic attendant at each session, and 
he was also first to make his appearance in the lobby each 
morning. A remarkable man, Mr. Frankenthal! 


We commend the innovation in demonstration judging 
that requires the judges to state reasons for their selection 
in designating winners. This departure was introduced by 
Homer H. Seay, who directed the convention on Tuesday 
morning during President Teal’s conference with the Ex. 
ecutive Committee. 


The windows, special‘y installed for demonstration pur- 
poses, were the most effective yet employed in I. A. D. M. 
meetings. Complete lighting equippment was installed by 
the National Lamp Works of the General Electric Co., 
Cleveland, while valances, drapes and pull curtains were 
furnished by the Joseph Korach Co., Cleveland. 


“Bill” McCormack, popular display manager for the 
Boston Store, Chicago, contributed a draping gem to the 
demonstration program and was rewarded with a gold 
medal. Mr. McCormack is president of the Chicago Dis- 
play Men’s Club, a regular fellow and a one hundred per 
cent association booster. ; 


Sam Weiss, well-known fixture salesman, who is recov- 
ering from serious injuries resulting from an automobile 
accident, was present, and, though still severely incapaci- 
tated, found it quite impossible to pass up the opportunity 
of meeting his many friends who gather at each annual 
event of the I. A. D. M. 


Personally, we think that Mr. Frankenthal’s series of 
three drapes was the most beautiful and effective presenta- 
tion of this character ever introduced before the I. A. D. M. 


We wonder what happened to all the water pitchers? 
When H. H. Tarrasch called for ice-water the bell boy 
responded with a small glass of water. Water being Mr. 
Tarrasch’s strongest drink, Winton service was scathingly 
condemned by the St. Louis display star. 


Favorite convention entertainment not included in offi- 
cial program: Poker (straight and stud), craps or jumping 
dominoes. 

Favorite musical selection, “Yes, We Have No Ba- 
nanas.” 

Things most in demand: Ginger ale and cracked ice; 
most missed, 2.75 per cent and better, and “Mobile.” 

“Jack” Cronin had a snap in taking down the main 
honor, that of president. His election was forecast eight 
months ago by The DISPLAY WORLD. Mr. Cronin is an 
excellent selection, and the wisdom of the attending dele- 
gates was eloquently manifested in making his election 
unanimous. 

On emerging from a round of the light fantastic, which 
continued while all those reckless deviis proceeded to los¢ 
fortunes at Monte Carlo, Joe Schack exclaimed that “it was 
hot like heil!” We’ve never been there, Joe, but, remem- 
bering the Winton, we are inclined to believe that h— could 
net be much hotter. 
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We can anticipate the kind of a convention and enter- 
tanment the Buffalo Club will provide, and we don’t mind 
giving expression to our belief that the Buffalo convention 
of the I. A. D. M. will mark an epoch in the association’s 
history, and that means that Detroit, Chicago and Cleve- 
land will be running second and worse after the Buffalo 
boys have had their fling. 

——Oo—— 

E. P. Prowder, display manager for H. Kobacker Sons, 
Inc, Buffalo, N. Y., who, with his bride, attended the 
Cleveland meeting of the I. A. D. M., narrowly escaped 
serious injury when the automobile in which the couple 
were honey-mooning left the road at a dangerous curve 
near Columbus, Ohio, wrecking the automobile to such an 
extent that a contemplated motor trip through West Vir- 
ginia had to be abandoned. The popular displayman and 
Mrs. Prowder then proceeded by train to Cincinnati. 

—-- Om - 

Harry E. Groves, display manager for the Walk-Over 
Shoe Company, is the president of the Buffalo Association 
of Display Men, and his past accomplishments augur for 
immediate consideration of convention plans. Another 
election of officers is scheduled for early in 1924, but, 
regardless of results, the present director of Buffalo display 
activities promises to have details pretty well determined 
before 1924 rolls around. 

On the present official roster with Mr. Groves are Philip 
J. Belanca, display manager for Davis Bros.; A. J. Dietrich, 
display manager for the Liberty Co. and Ellwyn Mc- 
Eachnie, display manager for Jahraus-Braun. Messrs. 
Belanca and Dietrich are vice-president and treasurer, 
respectively, while Mr. McEachnie makes the “finest little 
secretary” boasted by any displayman’s club. Mac believes 
in talking about display, about displaymen and about Buf- 
falo, and we look for some high-power convention pub- 
leity from this enthusiastic and energetic member. 

—-—-0——- 

Yes sir! This is the town that can well consider it an 
honor to have as one of its citizens, Clem Kieffer, Jr. At 
this time Clem is a member of the Executive Board of the 
Buffalo Association of Display Men, having served several 
terms as the club’s president. There is no need of tel‘ing 
what we expect of this live wire. Any man who has at- 
tended the last eight or ten I. A. D. M. conventions has 
his hand on his derby brim in recognition of the services 
rendered by this artist in the interest of the display profes- 
sion. We do not anticipate Mr. Kieffer’s entrance into 
demonstrations next year, but expect him to be the irris- 
table power in making the Buffalo meeting a success. 

a 

To name the enthusiastic, energetic members of the 
Buffalo Club would be to name them all, and this list 
would have to include a goodly number of merchants and 
other business executives. All will be well-known before 
the convention rolls around, but space is taken here to 
mention two other members who have made an enviable 
reputation through outstanding accomplishments. George 
». Robinson and Edward O’Dea are the gentlemen referred 
to. Mr. Robinson is display manager for Oppenheim, 
Collins & Co., and past president of the Buffalo Display 
Men’s Club, and Mr. O’Dea, who has also served with dis- 
tinction as president of the Buffalo displaymen, is an of- 
‘cer in the Buffalo Advertising Club. 
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Show Card and 
Panel Ornaments 


in Plain White, Bronze or Air Brush Polychrome. 
One Dozen Assorted Designs without embossed ini- 
tials $3.75. Your firm’s irfitials embossed in Old 
English or Block type if desired without extra charge 
when 12 of any one style is ordered. Library paste 
will securely hold them to most any surface. Please 
State finish desired. 


Write for circular of entire line 


B. A. RAINWATER 
421 N. 6th St. St. Louis, Mo. 




















Subscribe to 
The Display World! 


It Will Identify You As A 


Factor in Mercantile Display 


USE THE ORDER 
BLANK TODAY 


TEAR OFF AND MAIL TODAY! 


DISPLAY PUBLISHING CO., Cincinnati, O., 
Gentlemen: Kindly enter order for one 

(1) year’s subscription to. The DISPLAY 

WORLD, beginning with the current number, 

for which money order for $2.00 is enclosed. 
Mail magazine to following address: 


Position 
ogee ed Tt: eee ih, eee ee eee 
Add 10c to checks for exchange. Canadian 
and foreign subscribers 50c additional. 
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USE ILLUSTRATIONS 


with the 


“SELLING PUNCH” 


The kind that put your story over 
at a glance and adequately supplement 
the sales appeal of your advertising. 





AAG TES 


We FEATURE 


pres 
oD, 


HART REPRODUCTION |g 
al 22 es ik ST. 
CINCINNATI. O. 


'y 
ty 


HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 


Newspapers and all forms of 


ADVERTISING 


Write for Information and Prices 
































DISPLAY LEADERS ON PASSENGER 
LIST OF S. S. LEVIATHAN 

- When the great Leviathan slipped its cables on July 
4, and headed east on its first trip across the Atlantic a; 
a trade liner, under the American flag, John J. Cronin, 
display manager for L. Bamberger & Co., Newark, N, J, 
and newly elected president of the International Asso. 
ciation of Display Men, and Carl F. Goettman, director of 
displays for Joseph Horne Co., Pittsburgh, were among 
the first class passengers. 





Cart F. GorETTMAN 


These display executives of national importance will 
be in Europe for a period of two months, visiting the 
countries of France, Italy, Belgium, Austria, Switzerland, 
Germany and England. Both are abroad in the interests 
of their stores which will include a search for ideas that 
may be advantageously employed in the operation of the 
display department. 





NEW YORK DISPLAYMEN PLANNING 
IMPORTANT EVENT 

Plans are now in the making for what is destined to 
be the greatest meeting ever conducted by the Metropoli- 
tan Display Men’s Club, and it will be known as “the mer- 
chants’ dinner.” The event intended to create merchant 
interest in the activities of the New York displaymen will 
be held early in the month of October, following the 
return of J. J. Cronin, from Europe. 

Another big occasion scheduled for the early Fall wil 
be a dinner in honor of Mr. Cronin, who, for the past 
two years has been president of the Metropolitan Display 
Men’s Club, and who was the unanimous choice of the 
I. A. D. M. for the office of president at its convention in 
Cleveland recently. The dinner is planned as a testimonial 
and congratulatory expression in honor of the populat 
artist’s elevation to the highest honor within the powef 
of the I. A. D. M. to bestow. 

It is planned to have present at this time as honorary 
guests, Carl F. Goettman, Mr. Cronin’s companion on the 
European jaunt, and Herman Frankenthal, dean of the 
display profession. 





KELLSTADT AFFILIATES WITH KINNEY-LEVAN CO. 

Charles Kellstadt, one of the most popularly known met 
of the display profession and for several years a principal 
prize winner in I. A. D. M. display competitions, ba 
assumed a new Office with the Kinney-Levan Co., Cleve 
land, Ohio, where he will have directorship of buying and 
sales in several departments. Mr. Kellstadt acquired his 
first lessons in display work under Carl W. Ahlroth, dis 
play manager of national fame, and later distinguished him- 
self as director of displays for Frankenberger’s, Charlesto, 
W. Va., where he also supervised all forms of advertising: 








ex] 
col 
the 
me 
Th 
of 


int 








n July 
ntic as 
Cronin, 
N.Y, 
Asso- 
ctor of 
among 


ce will 
ng the 
rerland, 
iterests 
as that 
of the 


ined to 
ropoli- 
1e mer: 
>rchant 
en will 
ng the 


all will 
le past 
Display 
of the 
tion in 
monial 
yopular 
power 


ynorary 
on the 
of the 


\N CO. 
yn men 
-incipal 
1S, has 
Cleve- 
ng and 
“ed his 
th, dis’ 
d him 
rleston, 
rtising: 








THE: DISPLAY WORLD 63 





You Need This Pilot, Too, 


For Perfect and Varied Color Harmonies 


No matter how many times the big ships cross the oceans, when they near port, the skill and 
expert knowledge of the Pilot is employed. The wise Display Manager does not finally select 
color combinations for his windows without the guidance of those qualified to know 


the consumer appeal of the merchandise and a practical accurate 
method of determining whether the colors employed are harmonious. 
The Taylor Color Harmony Chart will ‘‘pilot’” your displays, clear 


of all color difficulties 
into the Port of Har- 










mony. 


Franklin Simon Co. 
Bonwit & Teller 
Best & Company 
John Wanamaker 
Saks & Company 
R. H. Macy & Co. 
Bedell Company 

A. I. Namm 
Fred’k Loeser Co. 
Russek’s 

Worth, Inc. 

Lord & Taylor 
Bloomingdale 
Duffy-Powers Co. 
Marshall Field 
Mandel Bros. 

Stix, Baer & Fuller 
Famous Barr Co. 
Nugent & Co. 
Daniels & Fisher 
A. T. Lewis D G. Co. 





























Monnig Dry Goods Co. 
Wm. F. Gable Co. 
Abraham, Strause Co. 
Kaufman’s Big Store 
Olwin Angell Co. 
Bowman & Co. 

A. Harris & Co. 
Miller & Rhodes 
Burgess Nash Co. 
Jorgenson-Blesch 
Luckey-Platt & Co. 
Halle Bros. 

Kaufman Straus Co. 
Ashton Dry Goods Co 
Berkson Bros. 
Burgess Nash Co. 


SOME WELL KNOWN STORES USING 
THE TAYLOR COLOR CHART 


Hochschild, Kohn & Co. 


T. Eaton Company, Ltd. 


Abe C. Levi 

J. J. Diskon 

Hearn’s 

H. E. Bartlett 
Scruggs-Vandervort 
Straus & Sons Co. 
Strumph & Company 
Shephard Stores 
Thalheimer Bros. 

La Salle & Koch 
Thompson-Belden Co. 
The Bailey Company 
Denecke Company 
Ashton D. G. Co. 
Joslin’s D. G Store 
J. W. Hale Co. 

Hale Bros. 

Bamberger 

Wolf & Marx Co. 
Strawbridge & Clothier 
N. Snellenburg & Co. 
Schoonmaker & Co. 

R. H. Muir 

Wm. Filene’s Son Co. 
Wolf & Dessauer 
Block & Kuhl Co. 
Quackenbush Company 
Pettibone-Peabody Co. 
Sibley-Lindsay Curr Co 
Jordan Marsh Company 
Denver Dry Goods Co. 
John M. Smyth Co. 
Joel Gutman & Co. 
Paul Steketee & Sons 
Brager Dept. Store 
Rike-Kumler Co. 
Selfridge & Company 





Patented Chart—Size 22 x 2S 
inches reinforced with liner 
back. Shows 96 colors—popu- 
lar and standard—3 masks— 
one sheet of Pictorial instruc- 












tions. Complete, $15 Postpaid 


Taylor Chart instantly gives big choice of har- 
monious combinations for every color named. / 


on Trade Color Cards. It leaves nothing to haz- / 
ard or luck. Ff } 
& 
” No books to read—readily understood—solves ie oe 
all Color Harmony problems without delay and . gy 
experiment. Less cost, less labor, greater ease wf sve 


than the old way. 
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EXCLUSIVE SELLING AGENTS. TO THE DISPLAY FIELD ys aks © 


1209-11 Sycamore St., Cincinnati, Ohio 
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Koerber’s Book Meets Needs of Display Field 


Leading Men of the Profession Endorse It Enthusiastically 


DAVID A. MOREY 
S. S. Pierce Co., Boston, Mass. 

“The ART OF DRAPING,” by 
Jerome A. Koerber fills a long 
felt want for an authoritative 
source of information on this 
important subject. Mr. Koer- 
ber is to be congratulated on his 
clear and concise explanation of 
this important phase of window 
decorating. 

“T will undoubtedly use this 
as a text-book in connection 
with my class of Window Decor- 
ating at Boston University.” 

* * x 


KENNETH CURTIS 
Curtis-Leger Fixture Co. 
Chicago, IIl. 

“T have read Koerber’s book, 
The ART OF DRAPING, and 
passed it on to the rest of the 
members of our organization 
here, and we have all found it 
very instructive and interesting. 

“This book fills a long felt need and should 
be in every window trimmer’s library.” 

* ok x 


O. WALLACE DAVIS 
H. Batterman Co., Brooklyn, N. Y. 

“When I received my copy of The ART OF 
DRAPING I was greatly gratified to learn Mr. 
Koerber had consented to publish in book form 
some of his most valuable information on one of 
the fundamentals of display work. 

His effort will prove a most helpful medium 
to all and Mr. Koerber has handled his subject 
well, overlooking no detail and simplifying the 
most difficult problems to a degree readily under- 
stood by the least experienced, yet appreciated 
by the most expert. 

“It is a clever book by a clever man and the 
clever window trimmer will surely want to pos- 
sess it. I highly recommend it because its worth 


justifies it.” 
*x* * * 


G. E. PRUE 
Jordan Marsh Co., Boston, Mass. 

“TI found great pleasure in reading Mr. Koer- 
ber’s book, The ART OF DRAPING, and believe 
it fills a much needed want in the display pro- 
fession. 


MERCAN TILE 


Jerome 
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“It certainly proved interesting and practical, 
making a review for the experienced man, while 
being thoroughly comprehensible and is a won- 
derful aid to the beginner.” 

o:. 89 


R. T. WHITNAH 
The Crosby Bros. Co., Topeka, Kans. 

“T believe The ART OF DRAPING, by Jerome 
A. Koerber, is one of the most thorough books 
of its kind that I have seen. It is not only of 
value to the assistant, but to the display manager 
himself. I know that I shall learn quite exten- 
sively from it.” 

* * * 
JOHN R. PATTON 
L. S. Ayres & Co., Indianapolis, Ind. 

“Koerber’s book, The ART OF DRAPING, 
contains good material for the display boys as its 
tendency is to guide them in the right direction 
and gives them something definite to go by.” 

* * * 


K. JACKSON 
The Botanical Decorating Co., Chicago, IIl. 
“The ART OF DRAPING,” by Koerber, is in- 
deed very interesting and we expect to make good 
use of it. We shall be glad to refer the frequent 
inquiries for a book of this kind to you.” 


The only modern text book on draping—in fact the 
only draping book published during past decade. 


Pages — Size 


%\ Four Parts—More Than 100 Illustrations—One Hundred Twenty-Eight 
74%,x10% — Beautiful, 


Price $3.00 Postpaid 
Edition Limited—Order TODAY! 
SPECIAL OFFER—A copy of this new book, THE ART OF 
DRAPING, together with a year’s subscription to The DIS- 
PLAY WORLD at a cash saving of $1.00—Both for $4.00. 


It you are already a subscriber your subscription will be extended. 


Substantial Cloth Binding. 


""<°\ THE DISPLAY PUBLISHING CO. 


1209-11 Sycamore Street 


Cincinnati, O. 











MEMBERS 


of the 


iA DM 
Chank Vou 


For the enjoyable time experienced, 
For your splendid courtesy to our representatives, 
y p p 
And for your generous patronage 
; At your é¢éreat Cleveland Convention. 
y 


May a successful season reward each and 


and every one of you. 


7 

: Sincerely, 

THE. BOTANICAL DECORATING CO. 

208 WEST ADAMS STREET - - - CHICAGO 
The new Fall Supplement will reach you about August 1. It is replete with photographic 

reproductions in colors of beautiful and original designs of unit decoratives. If it fails to 


reach you, write for it promptly. It will prove a handy little suggestor for gala and everyday 
occasions. 
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The Greatest Display of 
Decorative Novelties Ever Shown 





id E> |ROBABLY the largest volume of business ever 
Gay secured by any firm in any similar line at any 
ex previous Convention. This was the record set by 
The Bodine-Spanjer Co., at Cleveland. Displaymen have 
come to: know that this organization is setting the pace 
in the world of displays. An organization of young men 
aggressive and unhampered by tradition, keen for business 
and anxious to render every service, because they realize 
that the greatness of their success is limited only by the 
usefulness of that service to you. 


There was just a taste of what is coming for Xmas in our display 
at the Convention. Original and numerous novelties and a 
special display of interior units for aisle, post and ledge displays 
of our usual high standard in design and quality at prices that 
defy all competition will be offered to you by our representatives 
on their next trip. 
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Our Xmas line this year will be decidedly original, more stunning 
than ever and priced more conservatively than any line you . 
will see. 














A) 
») 


Now is the time to let us work with you on your Xmas ideas for 
interior or windows. Send in data at once. We would like to 
prove to you that The Bodine-Spanjer Co. can serve you more 
efficiently than any house in the world. 





CHICAGO 
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